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Selling detergents? She may be busy sorting ihe laundry, 
using trie washing machine, folding th;e clothes — byt 
She's never too busy to gttt you r message on Radio, Use 
Spot Radio on these outstanding stations and ma>e 
your brand the one she buys. 
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How to control commercials: The 4A or a 

similar advertising industry group should buy 
advertising space and time to alert the public 
to the "Weasels of the Month," commercials 
anil print ads that had attempted to fool the 
audience with "weasel-worded" claims, says 
Fred Pa pert, hoard chairman of Papert, Koe- 
uig, Lois, lie suggested this strategy to embar- 
rass advertisers and agencies into spending 
more time "producing a better product" in- 
stead of using that time to devise commercials 
that are "semi-crooked bores." As a panol- 
ist at the International Film-Tv Festival 
in New York last week, Papert noted that if 
broadcasters cannot control commercial time 
allowances themselves, "it would be a fine 
idea" for FCC to step in. Actress Monique Van 
Vooren said there is ''definitely over-commer- 
cialization iii tv." Broadcasters, she said, "can 
no longer use the excuse that they can (control 
commercials) themselves." She suggested for- 
mation of an "impartial body with no financial 
interest in broadcasting," to rule on and en- 
force commercial codes and time limitations. 
Stockton HelfFrieli, head of NAB's New York 
Code office, pointed out that each tv network 
clears about 2,000 commercials a month, and 
that their busy schedules prevent them from 
devoting much investigative time to each one. 
His office, trouble-shooter for the networks on 
NAB commercial code questions, spends more 
time "trouble-shooting" on proprietary drugs 
than on any other product category, he added. 
Norman (Pete) Cash, head of TvB, said com- 
plaints about commercials can "most often be 
traced to complaints about commercial crea- 
tivity. 

Festival winners: Ketcluim, MacLeod & Grove 
received Grand Award in the commercials 
category of the International Film-Tv Festival 
for "Sounds," for Alcoa Closures. Other U. S. 
winners included Campbell-Mithun (for Mish- 



awaka RtiluVr Co.) ; Ellington & Co. (Celn- 
nese Corp.) ; D'Arey Adv. (American Oil) ; 
Gerald Schnitzer Production"* ( Corn Chex, via 
Guild, Bax om & Bonfigli) : VIM Productions 
(American Bakeries and Goodyear, l>oth 
through Young & Kubieain) : Creative Cinema 
(Alcoa via KM&G); Alexander Films ( Chev- 
rolet through Campbell-Ewahl ) : and Mogub- 
gnb Ltd. (Ford through J. Walter Thorn p-on; 
General Foods, Y&R; and Noxcma, Sullivan, 
StaufTer, Col well & Bayles) . Alexander Pro- 
ductions, for its "Niagara" Chevrolet com- 
mercial, was cited for "BeM Cinematography." 
"Best Special Effects" honors went to D'Arey 
for its American Oil spot, "Rivers." "Best 
Editing" was by Saul Bass & Assoc., for "Baby 
Bath," for Mennen Co. through Grey. TAC 
won a Festival Committee Award for "a major 
contribution to concepts in tv programing." 

Webs list discards for FCC: All three net- 
works have submitted to the FCC elaborate 
listings of their dropped programs from 1960 
to the present, with Nielsen a\ g. and., NTI. 
and ARB rating report-; on each show as far as 
available. However, the tables submitted will 
probably prove as amenable to interpretation 
and speculation as ratings themselves are 
aeeused as being. FCC analvsts can certainly, 
out of the tables, conclude that most programs 
dropped by a web did have lower ratings than 
competitive web programing for same time" 
periods. And rating service can reverse the 
premise and eiaim that lower ratings were re- 
sult of dropout in audience, discovered and 
reported in their research findings making 
the audience responsible for pro pram axing. 
There's also equal ammo for thosp who argue 
ratings are only part of the picture, and cite 
instances where one web can *cc strength of 
opposition program makes it neccs>nrv to conic 
up with stronger competition against it. 
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Swezey urges public effort: NAB code au- 
thority director Robert; D, Swezey has urged 
"improvement of informational programs 
through the will of the people." Addressing a 
Reed College conference last week, Swezey 
also advocated more controversial programs, 
sound editorial policies, and experimentation 
in programing of more significance but per- 
haps loss audience appeal. "Advertisers," he 
said, "must re-evaluate the tremendous stake 
they have in public enlightenment." He op- 
posed encroaching government control of pro- 
graming and said programing policies should 
not be determined by powerful individuals 
within the government. 

Commercials library: The American TV Com- 
mercials Festival has compiled a "library" 
of commercials which were entered in its first 
four festivals. Fifty product-category reels of 
4,500 top tv commercials are available on 
loan from the festival, for the Use of agencies 
and advertisers seeking background material 
in established commercials. No special com- 
pilations of commercials will be prepared, be- 
cause the non-profit library will operate only 
as a service — not fox competitive analysis 
for specific use. Additional information is 
available from the ATvCF at 40 E. 49th St., 
New York 17. 

Record gross: Metromedia has reported a rec- 
ord net income for the first 39 weeks of 1963 
of $2,310,000, or $1.28 a common share. Sim- 
ilar total for 1962 were $1,292,691, or 72 
cents per common share. Gross revenue for the 
first 39 weeks of 1963 was 145,680,000, com- 
pared to $38,200,266 for the same period in 
1962. Net income for third-quarter 1963 was 
$472,000, or 26 cents per share, compared to 
$271,036, or 14 cents per share, registered in 
the similar period last year. Third-quarter 
1963 gross revenue figures totaled $17,700,- 
000, against $11,993,434 in the same 13-week 
segment last year. 



Beville tackles tv economics. A top network 
tv planner has predicted that if pay tv ever 
gains momentum, which he thinks doubtful, it 
will succumb to all the pressures of popular 
demand which commercial tv critics currently 
score. Hugh M. Beville,, Jr., NBC planning- 
research v. p., told a Portland audience at the 
Reed College Conference on Tv that "p a 7 
would hardly be expected to provide a Menotti 
opera or Rolshoi ballet when a Kim Novak 
movie or BqL Hope variety show would attract 
ten times the number of viewers and revenue." 
In fact,, he said* the profit motive of pay tv 
would "run directly counter to the public in- 
terest. 3 ' There would be "sharp reduction" in 
live coverage of special events, news, and cul- 
tural programing. Commenting On the FCC 
proposal to impose certain limits ott tv com- 
mercial time, Beville noted that in the past 
year the commission has received ofily 800 
complaints, most not relating to total commer- 
cial time. He reminded that the entertainment 
programs on NBC make possible news and 
public affairs programing. 

March fills 'Grand' slot: The demise of ABC 
TVs 100 Grand, which the web had hoped 
would bring quiz shows back to their one-time 
prominence, has resulted in the return to tv of 
one-time top quiz-master Hal March ($64,QQQ 
Question), who dropped out of the video pic- 
ture when the big-money programs hit the 
skids. March comes tack Sunday (10-10;30) 
as host of Laughs for SczZe, comedy-panel show 
sponsored by Consolidated Cigar's El Pro- 
ducto brand, via Compton, 

WNBC radio shift: George Skinner has been 
named station manager of WNBC Radio, effec- 
tive 28 October. A producer and performer 
in radio since 1940, Skinner is currently di- 
rector of programing and services and pro- 
gram consultant at the Katz Agency rep fijrou 
He Will replace George S. Dietrich* who is re- 
signing after three years in the post. 



Second class postage paid at N.Y.C. 




^ radio 

salutes Washington's finest 



This \ oung. hard-hitting rwi nti% <• is hj Srkzjmw , <l\ uatu'ie Men handi i i ■ jr 
\ ire President for the Washington Division of the ( • rii u«l I nimi ( *omp.in> 
lie is resj>onsil)le for inan> "first-** 4 in the hrillimt direction of his di\ won** 
UK'ri'liftmJuuiif . The current "Tot il \ tilrir"* < ainpai^n created b) N-le/now 
has produced quite a stir in supermarket i ircles. Better still, it m ringing 
the cash registers in 31 ( Irand 1 uioii supermarkets lornlh . This "sound of 
music" would not he possible without the role pla\ ed \>\ \N \N I )('. — "the 
station that keeps people in mind." \\\ in Kpsteiu, Ine. has ln « n the ngein \ 
for radio and television for 12 \enrs. 



Be presented nnlionnlly by John lilair J (kirn/tany 

WWDC H\OI() \Y\SH IXCTO.V IXC. 
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Top Draw 



14 exploitable new features! The TOP DRAW GROUP! 

An exciting package of truly adult entertainment for television. 



THE HEAD — Diabolical Science Fiction 
MAN IN THE MOON Hilarious 

Astronaut Comedy 
SECRETS OF THE NAZI 

CRIMINALS, Plus Featurette 

the battle of stalingmad 

Revealing Documentary 
THE CASE OF DR. LAV RE NT 

Shocking Medical Drama 
NUDE IN A WHITE CAR 

Suspense Mystery 
THE LOVEMAKER — Tender Lo',eStor, 
POOR BUT BEAUTIFUL Teen Aoe 

Laugh Riot 



ROCHET FROM CALABUCH 

Wild Co d, 
THE TAILOR'S MAID I a, 

Laugh Riot 
AND THE WILD, WILD WOMEN 

A u en Pn n D - 
THE PASSION OF SLOW FIRE 

i*u* * r j S p. n 
THE SAVAGE EYE - t 

CLOSE-UP P t 
OPEN SECRET ' - " t 

A * it ut r I "AWARD 

FOUR" . ' r ** 

a n "LA STRADA." 



TRANS-LUX TELEVISION CORPORATION 
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*■ 40th nationally in food sales 

* 41st nationally in effective buying income 

* 44th nationally in TV homes delivered 

Toledo looks lo WSPD-TV lo be informed and en lor Mi nod. U hen 
ijou come r f i? / 1 ( dou»n to KtJiCf, isn'l f/nil u>fiol a iclcvisicn station 
is /or? 

Mirrors t/ie Face of Toledo 

Represented in STORIR THIVISION SAIES ISC 
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If you lived in San Francisco . . . 




u W be sold on K RON-TV 



PUBLISHER'S 
REPORT 



One Hum's view of 
MKittficuut ltu|i|U-iiiiiK% iu 
broiutiasl ■ttvcrtfWiiK 



Open letter to SPONSOR 

[)mr \imiikiii; 

luu >;iv ynu arc killlrd. Well, mi am I l»y \<mr '"npi-n lrttrr" to m*- 
n the 7 OcIoIht is>iif of M'ONMilt. I Itmv\ cr, \ on jJionhl aluav- fci-1 
Im* to express your \iew> to mo, whatever tlioir iialiuo, 

Time were sanernl reasons involved in my decision to release (lie 
tiiiemcnt 1 made lie fore the Tv Code Ke\ iou Hoard. In the fir-t pl.nv. 
knew that the memhers of this hoard and I would he enlletl upon for 
nlcrprelatioiiN as >oon as the >es-ion was eoneludcd. I felt, therefore., 
Iltt it uouhl he far hetler policy for a Malnnrnl like (hi- to -peak for 
hf If rather than ha\e van ing interpretation- made which would <all 
m later elTorts to >lraighten out. clarify, etc. Al.-o. I intended from 
re Ueginninp;, ami mi ad\ i>e<l the He\ iew Hoard-, to -end a e»pj to 
arli inn n her of our Tv Hoard ( 13 niemlier.-) . Willi a di-trihntiou tin- 
\tcusive, li^ht security shonld inner he expected, i onr a— mnption 
Kit anything di-trihuted to our whole nieinhcr-hip couhl he kept con- 
dential iswholh nureali-lic. 

j!*pirdless of all this, Xoriuau. In this >l.itenient I -.ought to project 
W JJulist of the industry's code elTorts in clo-er alignment with the 
Jililie intere-t, ami I do not think this i- -omething to fear or to hide. 

broadcasting and the people general!) niuM he in-eparahle alii.--. 
W ' strongly helieve that the iiulu>liy ha- much to gain through a 
rognition hy the people that the hi oadea-ter-. iudi\ idualh and col- 
Hti'vely, are >tri\ ing for the highe-l po— ihle goal-. The more uo ini- 
foveoiir elTorts in this hehalf and hring them into the open -nnlight 
>f till to see and hear. I think the hotter. 
Tli is is my whole hope for the codes. 

If the people come to nnder.-tand that free hroadea-ter- arc working 
sfrther in this spirit — that they are working together hotter to -one 
tr people in the full measure of grealne-- inherent in the medium 
ere will he le-s and les- clamor for. or toleration of. go* eminent 
Tort- to force improvement. 

fml >honld never a.-.-nnie that I am unwilling to talk out nuiltei- 
m industry leader.- onl.-ide the puhlic -pollight. I ha\e done tin- 

any occasions. 

"Severthele--, I feed strongly that the whole hnd\ of lireu-ee 
itiUcd to know what we here on the X \H -la IT are working tonar, 
)i,h v v- of great importance to them. 

Sincereh . 
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Pre-i.lent. \ \H 



NOTE: Governor Collins' open letter was SORs publisher expressed distress over 
Wttin in reply to an "Open letter to Gov- release of the Governor's remarks before 
eroor Cotlins" in the precedin£ issue. SPON- the NAB Code Review Board lo the press 
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DIFFERENT? 

PUBLIC SERVICE 

WMCA ha* earned t@t sr^ff the ? pyl©f^n b#th 
Of having g c jraw »n it y £©n s4 &®wtn CM 0«d ©t stf £ 
tively performing in 9 h"f cemmynily t inf ^ £ 

Of W PTR ho* every t<c®%e>n t© h$\t$v<f th©f we 
enfoy the %otr<z f£pu?©f'©n fhe G**«» H©fJN«^^f 
Therefore, Nsth SflmrnuRtti^^ fe^cM U®m fhs i©t©£ 
radio wf*K? th©f only preUutan'Sl ©?»d pr©f*c stsi 
broodcoUen cor» perform 

QUOTE ■ TO HRRY SAwufLS <k« 
crel Monog f "° The en* hmiottsg ?up£Hsrf of 
WPTR hot bc«n l he high point of out compc g« * 
M H y^gw C©«p^fg« C&fol C^Germ&fi 

TO JIM RAMSBU8G Ptogtom Di»e«»©f - 
Our U N Dsy CckbrQ»i©n !hi? y?o? «oi * c 

©Hy »wCCC9i*tal, end W^TR'i c@nifib%)t»©n m<®4 »1 
%q " 

TO KfN PARKER Director It ho^ 

b^en m®%1 O'O'''""^ t© u% t© %wccr%%tu | c©?#> ©yr 
the pubfic r^lgti©n% »©rkihop V% -p ©r<p m©-^» 

giotcful t© you for pfc*«ntmg th* tdl o to «i &t g 
molly, ond for carrying through %& *u v 

with your o«n lively presenter ion ' 

•Wf« Robert A1©<6 ??^6fl^fnl 

te<?guip ©t w©^en V&iftt &i & lb®n v C 
New Ye^'t 

TO PERRY SAMUELS Gcnerol Manager 
^of ^©ftsfr&s?* OR eEC*lle«t M t {^f f k p^ 

tton in ©yf Communiftf Cheat Red C'®1S.% Co^p^ ^ n 
recording Mtt'©n »©t © lm« contr b^t^n V© e 
ftucce^^^ul ©re<)ufft»©n " 

Neil L MQytan Aiff 0¥- &u t r Co ^"^< unjw&irr 
Sfoftf ©/ New y©^t O^jxir tmen f ©3 Co^-^^^ce 

RATINGS- 

fo the cemmun 1^. eoramun fgnpi&^d* i© 



26% 



STATION S STATION T STATtO'< Z 
18% 15% U 



SOURCE Tf»f fulwr ln< Julf AwgaW l«t J- 

reus east man win be mappy to i \ha : s 

WHAT V¥f»TS CAN DO P08 YOU 



YES: WPTR 

A!bany-Troy-Schenectady 

VP & GEN MGR Perry S Somue s 




robert e.castman 4 co.,» 

rtpr«t«nting m« jar rotfi« ilaft«n« 
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"CALENDAR 



The when and where 
of coming events 
14 October 19G3 



OCTOBER 

Society of Motion Picture and Tele- 
vision Engineers, 94th semi-an- 
nual technical conference, Hotel 
Somerset, Boston (13-18) 

Assn. of National Advertisers ad- 
vanced advertising management 
course, Hotel Moraine - on - the - 
Lake, Highland Park, Illinois 
(13-18) 

North Dakota Broadcasters Assn., 
12th annual convention, Ray Ho- 
tel, Dickenson (14-15) 

Walt Disney-Buena Vista, sales 
convention, Walt Disney Studio, 
Burbank (14-17) 

National Assn. of Broadcasters, fall 
conferences, Statler-Hilton, Hart- 
ford (14-15); Leamington Hotel, 
Minneapolis (17-18); Pittsburgh- 
Hilton, Pittsburgh (21-22); Amer- 
icana, Miami Beach (24-25) 

Philadelphia Chapter of the Ameri- 
can Women in Radio and Televi- 



sion, dinner meeting, Sheraton 
Hotel (15) 

Point-of-Purehase Advertising In- 
stitute, 17th annual exhibit and 
conference program, McCormick 
Place, Chicago (15-17) 

Indiana Broadcasters' Assn., 15th 
anniversary convention, French 
Lick Sheraton Hotel, French 
Lick, Indiana (16-18) 

American Assn. of Advertising 
Agencies, central region meeting, 
Sheraton Hotel, Chicago (17-18) 

Texas Assn. of Broadcasters, fall 
convention, Cabana Hotel, Dal- 
las (20-21) 

National Society of Sales Training 
Executives, sales trainer clinic, 
Cornell University, Ithaca (20- 
25) 

Midwest Educational Broadcast 
Music Directors, conference, In- 
diana U., Bloomington (22-23) 

International Radio & Television 



Society, special projects lunch- 
eon, Waldorf-Astoria, New York 
(23) 

Mutual Advertising Agency Net- 
work, meeting, Palmer HoujfS 
Chicago (24-26) 

Gibson Report on the Negro Mar 
ket, symposium, Hotel Roosevelt 
New York (25) 

American Women in Radio ant 
Television, board of director 
meeting, Mavo Hotel, Tulsa (Si 
27) 

West Virginia Associated PrM 
Broadcast News Directors*, 
meeting, Clarksburg (26) 

National Country Music Week S 
conjunction with annual counw 
music dj convention and Wl 
salute to Grand 'Ole Opry, p 
Nov.) 

Institute of Broadcasting FinajrfJ 
Management, 3rd annual generf 
meeting, New York Hilton, ffe| 
York (28-30) 
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The tales!' and greatest selection of feature moJien pictures for first-run; television 
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RADIO MEDIA 



25-year-old copy theme sell 



Ayr ah ran cextohy ago, a young 
Chicago cookie baking firm 
took a big plunge into an equally 
young type of media buy, spot 
radio. Twenty-five years, and mil- 
lions of cookies later, Salerno Meg- 
owen is still putting the major por- 
tion of its ad budget into the senior 
medium, radio . . . and spot TV. 

Their remembrance line . . . 
"Mom-ee, I want a Salerno Butter 
Cookie" has beeome famous in Chi- 
cago. Not only are they still using a 
modern version of it, up until just 
two years ago, the originally record- 
ed, twenty-three-year-old spot was 
still beiiig heard! 

WIND, Chieago, which has been 
running Salerno Cookie spots sinee 



the beginning, teamed up with Jaek 
Scott of Seott & Scott Advertising, 
to commemorate their mutual 25- 
year Salerno association with a 
luncheon party. Guest of honor was 
the girl who reeorded the famous 
seven word commercial, Florence 
Brower Fancy, flown from Cali- 
fornia for the occasion. 

Mrs. Fancy must eertainly hold 
some sort of record. She received 
residuals from the original spot for 
twentv-two vears. Somewhat small 
by present standards, her semi- 
annual $7.20 check was mailed to 
her regularly by the ageney, though 
the last few years necessitated some 
speeial tracking down to find her. 

Salerno's sueeess with their long- 



time radio relationship (they rose 
in size from 15th to first, now bake 
40% of the packaged cookies sold 
in the Chicago market) has attested 
to the validity of adman Jaek Scott'g 
philosophy that "spot radio has re- 
mained one of our most effective 
means of putting over a sales mes- 
sage." 

The longevity of the spot al- 
nouneement he ereated, a little 
girl's voice imploring, "Mom-ee, I 
want a Salerno Butter Cookie," 
baeks up another of his tenets, 
"every spot should contain a good, 
strong remembrance line." 

In the ease of the Salerno spot, 
there was never much question Si 
to its remembrance value. After tbfi 



George Salerno and WIND'S Howard Miller give veteran cookie "saleslady'Tlorence Fancy a taste of the product she advertised for 



puzzle: 



Do We Speak Your Language? 

Tucked away in a remote corner of Washington, inaccessible to everything except 
WMAL-TV's signal* and the CIA, is a language school for Peace Corps candidates; 
In this polyglot ivory tower, pandemonium reigns. Though each student knows 
two foreign languages, in the fine old tradition of government classification none 
has been assigned to a country whose language he speaks. Nor do any two speak 
the same two languages. The languages: French, Spanish, German, Dutch, Arabic, 
Turkish. We'll call each man by the name of the language he's studying. 
Mr. Spanish speaks Dutch and German. One of his colleagues speaks Dutch and 
Arabic. Mr. French and Mr. Dutch speak Arabic, German, Turkish and Spanish 
between them. Both the men studying the languages spoken by Mr. Dutch speak 
French. What were the two foreign languages spoken by the man studying Turkish? 
Talk turkey to us. Reward follows. 

* WMAL-TV reaches Washington's remotest corners with balanced 
programming calculated to reach buyers for your clients' products. 
Fourteen great new ABC-TV shows, more than 28 hours of new 
local programming each week, spar-k our happy new TV viewing 
year. Acclaimed by young and old, firm and infirm, critic and claque, 
alike. Inquiries invited by Harrington, Righter & Parsons, Inc. 

Puzzle adaptation courtesy Dover Publications, New York 14, N. Y. 
Address answers to: Puzzle §85, WMAL-TV, Washington S, D. C. 

wmal-tv ® 

Evening Star Broadcasting Company 
WASHINGTON, D. C. 

Represented by: HARRINGTON, RIG I ITER & PARSONS, Inc. 
Affiliated with WMAL and WMAl-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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Interpretation and commentary 
on motl ti^nifkani I v /radio 
and marketing orwi of the we«l 



It's confirmed, special counsel Howze, is not committed to "rating ranges." 

Ltft week, Sponsor-Scope reported that Charles I s . Howze, Jr., spcri.il counsel 
to the House Investigation* Subcommittee, was having r«M a r\atiuu« about expressing 
ratings in terms of ranges (see 7 October, 1963). 

More recently, Howze told sponsor's Washington Bureau chief Mtldicd Hall 
that the idea of ranges "is easy to understand, and >o caught on fast." hut it has 
serious flaws and Howze would like most "to change the format of rating icports to 
dramatize the fact of statistical variance, and thus avoid making rating figures 
'godlike'." 

Watch for this new trend in syndicated program buys: long-range stockpiling. 

Sample buy: WXYZ-TV, Detroit has signed for The Rifleman reruns | 1(>8 
episodes) from Four Star Distribution Corp. The series won't start uii the Detroit 
ABC TV outlet, however, until January, 1965. 

This is the first buy of such extreme long range at Four Star, although the 
syndication arm of the Hollywood production firm has had several sales which won't 
start as on-air series u ntil the fall of 1961. 

Reason for the WXYZ-TV buy: Currently, there's a lot of rerun product on 
the market. However, the long-range outlook for in-depth rerun package-, w hit h 
can be "stripped,' is not as good. WXYZ-TV has chosen to project a strong package 
on a long-range basis. Furthermore, you're likely to see more of such bu\s. 



Mars Candy is once more a radio advertiser, via a Stan Freberg national campaign. 

The candy firm uncorked a new network-and-spot radio promotion on 6 
October, marking the first time the Chicago confectioner has sponsored a niajoi 
radio drive since the davs of (remember?) Dr. I. Q. 

Stan Freberg of Freberg Ltd. cieated the commercials for Mar-. Inc. as one 
of several fall radio promotions aligned to the 1 folk wood produetinn firm ( for 
more news of Stan Freberg, see profile, this issue, p. 31 ) . 



One of the newest rep firms, specializing in f m stations, keeps growing. 

Roger Coleman Inc.. consultant and rep. now has olliees in New ^ ork. Chn igo, 
Det roit, Minea polis and San Francisco. 

His firm. RCI, now reps o\er 20 stations in major fin markets and a!-o act* js 
a source of program information, music-show ideas and radio package-. Hi- phns 
include operations in stereo fm. 



AFTRA contract proposals for radio are provoking strong industry comments. 

One major market radio station head sees talent costs rise- (sponsor. 30 
September) as much as S 60,000 yearly for his station alone as a result. 

When it comes to radio spot campaigns, sources }>elieve proposals will result 
in smaller markets being cut out of schedules, and will reduce amount of talent used 
in any radio commercial. 

One fear often voiced is that negotiations will concentrate on t\, with radio 
provisions getting only superficial considerations, and breezing through \ irlually 
unchanged. 



IS 



"SPONSOR-SCOPE 



14 OCTOBER 1963 



Selling an information-type network tv show still isn't easy, despite strong ratings. 

CBS TV's new children's program, Do You Knotv, went unsold oil the network 
when it premiered last Saturday. Devoted to combined learning-entertainment, the 
show will cover such topics as the sea, Indians, aviation, meteorology, etc., relying 
on books selected for the program by the American Library Association. Despite 
good ratings for network Saturdays, and gross cost of $8,300 per broadcast — no 
takers. 



An interesting network ratings race is taking place in Saturday daytime tv. 

Most recent Nielsen Multi-Network data shows CBS TV with an average 7.0 
rating from 10:30 a.m. to 1 :30 p.m., Saturdays. 

In the two weeks ended 29 September, Nielsen figures showed ABC TV slightly 
ahead with a 7.5 rating, with NBC TV at 3.5, for the Saturday periods 



Mixed emotions can develop when a station encourages the audience to phone.- 

While JKALO, Little Rock is proud of the results of its station promotions, 
Southwestern Bell thinks otherwise. Following a recently successful phone cam- 
paign, Bell's district manager asked the station to have additional phone lines 
or, "give us your assurance that your telephone solicitations will stop immediately." 
Promotion in question "caused a very serious blockage of switching equipment." 



Tv film exporters are pressuring again to end those program-buying quotas in Britain, 

The TV Program Export Association's president, John G« McCarthy,, km 
called for "immediate, strong and agressive assistance" from Washington i» 
getting a better deal for U.S. program product in "what should be one of its; most 
successful foreign markets." 

There has long been (thanks to British unions and film makers) a quota of 
only 14% for "foreign" (including US>) tv film product in British commercial tm 
BBC's quota, actual although unofficial, is even tighter, and works out to about 10%. 

In both commercial and unsponsored tv in Britain, U.S* film shows that do get 
on the air invariably win choice ratings and time periods. As McCarthy sees £l 
the opening of the second BBC network naxt spring may spell "a greater receptivity 
on the part of British program contractors to buy foreign, and particularly U.S., 
programs," 



On-the-job experience while in college is fast creating new admen. 

The Baruch School of Business and Public Administration at New YorifeM 
tough, no-tuition City College has had some 600 graduates participating; in a ''co- 
op" educational system whereby they work for large ad agencies or p.r, finsttj 
while still in college. 

More than 50% of them have been offered full-time employment with th© 
co-op company upon graduation. The program is now in its 16th year. Stod&fifl 
work at least 20 hours each week for minimum compensation of $1*50 per hour. 
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Top Draw 



14 exploitable new features! The TOP DRAW GROUP! 

An exciting package of truly adult entertainment for television. 



THE HEAD — Diabolical Science Fiction 
MAN IN THE MOON Hilarious 

Astronaut Comedy 
SECRETS OF THE NAZI 

CRIMINALS, Plus Featurette 

the battle of stalingmad 

Revealing Documentary 
THE CASE OF DR. LAV RE NT 

Shocking Medical Drama 
NUDE IN A WHITE CAR 

Suspense Mystery 
THE LOVEMAKER — Tender Lo',eStor, 
POOR BUT BEAUTIFUL Teen Aoe 

Laugh Riot 



ROCHET FROM CALABUCH 

Wild Co d, 
THE TAILOR'S MAID I a, 

Laugh Riot 
AND THE WILD, WILD WOMEN 

A u en Pn n D - 
THE PASSION OF SLOW FIRE 

i*u* * r j S p. n 
THE SAVAGE EYE - t 

CLOSE-UP P t 
OPEN SECRET ' - " t 

A * it ut r I "AWARD 

FOUR" . ' r ** 

a n "LA STRADA." 
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NEWSPAPERMAN SPEAKS UP 

It wasn't too far back that I read an 
article in your magazine which attacked 
newspapers for their use of research 
against television. 

Now, in the 23 September issue of 
sponsor I read an article by James Lan- 
don, research director of WJXT in Jack- 
sonville, Fla., in which Mr, Landon makes 
a big case for tv at the expense of the 
newspapers. 

This, of course, is a popular and par- 
donable pastime for tv salesmen and 
others. 

Even allowing for the fact that sponsor 
is, of course, a magazine for broadcasting, 
I am surprised that you would give so 
much attention to such an old anti-news- 
paper approach and that you would over- 
look such an illogical argument as Mr. 
Landon used in his essay. 

No sound-minded, reasonable man — 
working for newspapers or whatever — 
would attempt to prove that tv is not a 
good medium. It is, of course, but is still 
is of this earth and it does have weakness 
as every medium has. 

But how fair or logical it is for Mr. 
Landon to use Starch readership of ads — 
which arc a somewhat exact measurement 
of readership — with a Nielsen rating of 
viewers and try to prove how much bet- 
ter tv delivery of exposure is than news- 
papers. 

If ever there was a clear example of the 
famed "apples and oranges" comparison, 
this is it! 

We would like to have Mr. Landon 
write about the number of his 131,000 
adult viewers who said they actually saw 
a station break commercial and remem- 
bered the product or the sponsor. 

This, I think would make much more 
interesting and far more logical reading 
than his argument based on actual 
readership of ads vs. a Nielsen figure on 
total adults. 

I will go further and offer you some 
research which deals with the very com- 
parison Mr. Landon wrote about — the 
comparison of the exposure opportunity 
offered by newspapers and television. 

Your readers, including Mr. Landon, 
would find it very stimulating, I think, 
also objective and we hope not unfair, 
either. 

John H. Murphy 
executive director 
Texas Daily Newspaper Assn. 

Houston 

^ Editor's note: Offer accepted 



THE CASE OF BITER GETTING BIT 

The article which appeared in spon- 
sor's 2 September edition, containing 
the gripes of Mr. Edward G. Ball, direc- 



tor of advertising for Miller Beer, h- 
been eating at my innards for some til 
now. To this date, no one seems to 1 
concerned enough to deliver any kind g 
an answer. Although I have never b§ 
a network employee, I feel that it, f 
hooves someone in the industry to nil 
somewhat of an answer. 

For 10 years or more, Mr. Hapf 
Tenant lived in a beautiful modern; apa 
ment. He paid a modest annual rSiifc 
and the landlord kept his apartment | 
beautiful condition. Every two year 
in accordance with the whims of 
Happy Tenant the apartment was gn 
pletely redecorated. The plumbing n«W 
had a chance to break down. The CC 
terminators kept it nice and bug: fe; 
Since the apartment was only a, sh* 
distance from Mr. Happy Tenant's ll 
ness, he could come home for meals a 
he could save carfare. In short, e«& 
thing was rosy in Mr. Tenant's ll| 
world. 

One day, after several of Mrs. Hap* 
Tenant's friends had moved into ongl 
the new, modern co-op apartment* 
the other side of town. Mr. Happy Te: 
ant was prevailed upon to go, the .sain 
route. Although Mr. Happy Tenant 
very content where he had been li^J 
all these years, he joined the rest. 

At first, everything was dandy aildf, 
excitement and glamour replaced 
peace and joy of his former domicile.., 1| 
soon these things, began to pall. The f 
pense of maintenance and keeping u 
with the Jones's became a source of | 
ritation to our former Happy Tenawt, 
a visit to his original happy home 
found his landlord had suffered econ; 
destruction. The. whole neighborhood ^ 
run down. The building, almost a sir 
The landlord wa* happy to talk to ■ 
prospective tenant, even if he's one 
those that rushed off and left him. 

So Mr. Happy Tenant leased back b 
old apartment at much less 'fchttt 
former rental. The landlord promises g 
kinds of improvements to the nS® *§ 
bit him once before- But in his heart 
landlord resolves that if things 
good for him again, he will rerasn 
the ones that left him and make 
pay the full value of being his tert 

So it came to pass that those ad^ertif 
that deserted the radio air wail# 
the glamour of television have mrtue j 
realize that the old landlord, radio, 
vided a healthy, happy and prrBp* 
home. 

I. for one, can't see what Mr. Kd&V 
Ball or other advertisers tee to eotryif 
about. It's merelv a esse of biter 
bit. 

Harold A, Le; 
account wsef 
WIN*' ft 
Miami, Flo 
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VE'VE GOT 
i WAY 
KITH 
l/OMEN 



Big changes for Fall 1 A ;;reat 
new WJBK TV season is born 
and thriving, with daytime pro 
gramming our big women s 
audience likes better than ever 
From secondcupof -coffee time 
through the dinner hour, we cap- 
tivate the ladies with the 
Morning Show. 9 to 10 30 a m , 
Hennesey. 2:30 to 3 p m , the 
Early Show. 4 .30 to 5 55 p m . a 
full hour of ne.ss from 6 to 7 p.m . 
plus great nev, syndicated shows 
and the best of CBS Very def n- 
itely. WJBK TVs your baby to 
sell the big buying 18 to 39 year 
old gals in the booming 5th Mar- 
ket. Call your STS man for avails 




WJ B K-TV 

DETROIT 




V>H\ 



PI HUM V 



STOKER 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



DOWN WITH 



JAMES N. HARVEY 
president and creative director 
Richard K. Manoff, Inc. 




JAMES N. HARVEY joined Rich- 
ard K. Manoff in 1959 after ser- 
vice with McCann-Erickson and 
earlier with Young & Ruhicam. 
Primarily a packaged-goods agency, 
Manoff bills twelve million dollars 
annually, the bulk of it in television 



There is a new breed of television 
commercial flashing across the 
home screens these days, and its 
technique is enough to make an 
old-time copywriter reverse polar- 
ity in his grave. I speak of the 
ultra - soft - sell announcement, in 
which the sell has become so soft 
as to be no sell at all. In fact, the 
result is no longer even a commer- 
cial. It is a non-commercial, and I 
suspect it was written by a non- 
writer. 

The type is easily recognized. 

In one, a little boy wanders 
through a forest glen, sun dappling 
his brow and breeze stirring his 
locks, while the music is wistful and 
the announcer talks like Mark 
Twain recalling the joys of child- 
hood past. The scene is fraught with 
realism, as the kid yawns and stum- 
bles along, picking his tiny nose en- 
dearingly. At the close there is a 
quick shot of a box of cookies and a 
quiet, rather embarrassed mum- 
bling of the brand name. If the 
viewer was able to brush the tear 
from his eye and cock an ear to- 
ward the set in time, he might even 
know what product he was expect- 
ed to rush out and buy. And if he 
missed that part, so what? It's art, 
isn't it? Maybe. But it isn't a com- 
mercial. 

Another features humor. Natural- 
ly it's animated, so that everybody 
will know it's funny. The principals 
are a pair of formless cretins who 
exchange hilarious witticisms for 
awhile (a long while, it seems), 
and then there is an incidental ref- 
erence to a brand of beer. End of 
spot. Or joke. 

The variations are endless, ap- 
pearing in what seems an open- 
ended contest whose object is to see 
how far away a commercial can get 
from that unspeakable subject, the 
product, or even more revolting, the 
husiness of selling it. 

I refer you to paragraph one. The 
new breed of commercial, the non- 



commercial, is the oif-spring of 
new breed of writer — the 
writer. And of the non art-direct!) 
and the non-producer. It would ap 
pear that these are people to whqg 
advertising is a crass occupatioi 
with which they are only temporal 
ly associated while on their way I 
writing the great American novel o; 
directing a Broadway smash. 1 
while they are with this grubb: 
business, they can at least 
their contempt for it, and at 
same time help to purge it of It 
materialistic aspects. 

What has given rise to these nflR 
advertising people in the adveftt 
ing business? There are two princ 
pal factors, I believe. The first i 
that many clients have become s 
sensitive to adverse criticism of pjtl 
abuses that they are willing tobftfr 
over backward to be inoffensjx* 
and in the bending become inefijfa 
tual as well. The second is that th 
non-advertising people reproduce 
themselves, like amoebae. They e? 
change kudos, applaud each other 
genius, and build the cult the 
judges the quality of advert n^M 
only by its ability to charm, f 
amuse, or to entertain, avoiding life 
dengue fever the question m 
whether it is effective. 

Does all this mean that 1 favi 
the shouting pitch, or endless mm 
tition of the proposition, or a 
ulcer's eye- view of the inside g 
somebody's stomach? It docs no I 
But I do believe that it is not Oul 
possible but highly desirable II 
make commercials that combine Ju 
vorable emotional impact with 
.sound, persuasive selling idea - 
commercials that bring forth 
smile or a chuckle or a warm glo'l 
just as quickly as the vapid kin< 
but also leave the audience with 
cogent reason to huy the proaW 
These commercials not only \\i I 
friends but win sales too. And thf I 
— except for non-advertisers. — ] 
(he point of the game. # 
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View it on a tv tube and you'll 
e why today's best-selling pictures 
are on Scotch' brand Video Tape 

kW'i fall into the "April I ool" trap of viewing filmed tv com- 
jraals on a mov ie screen in vour conference room! The onK 
?<f blc screening is b> closed circuit that reproduces the film 
' * a tv monitor. Then \ou know for sure how \our message is 
tirimg through to the home audience. 

When sou put your commercial on "Scok h" Video Tape 
>d \iew it on a t\ monitor. \ou view things as thev rcallv 
• pear. No rose-colored glasses make the picture seem better 




than it will actual!) be. No optica I- to-elect roniv. translation 
takes the bloom from vour commercial or show . I vers single 
image on the tape is complete!) compatib c with the tv tube 
in the viewer's home. 

i ou"\e just completed a commercial \ou think is a winner ' 
1 hen ask >our t\ producer to show it on a tv monitor, \ulc- 
b> -side w ith a video tape. ( omparc the live-action mi(\iu and 
compatibility that "Smt< if \ ideo Tape otTcn agenc cs. J 
vcrtisers. producers. s\ mi cators. Not to mention the p h 
button case in creating special elieets. im i cd tc r av ck >r 
either black and w lute or co or V\ r tc tor a free br \. e 
■Techniques of ! ditmg \ ideo Tap*. - ' . >M M ip cik. I't \1 ^ -. 
Division. Ocpt \|( k- r > M P I |«i \l n 



magnetic Products Division ^31 SOU 
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Sell them insurance? Not; on your 



■ 



You know who buys the insurance. Dad. And if you 
want to buttonhole dad in Indianapolis, concen- 
trate on WFBM. Honestly, it's the best policy. For 
we concentrate on reaching adults with your sales 



message. All our broadcast features are point|c% 
programmed to adult tastes . . . calculated to pleMH 
the people who do the real buying in Indianapolis? 
Isn't that the kind of coverage you want? 



Put your advertising where the money is! 

WFBM RADIO 

REPRESENTED NATIONALLY BY THE K AT Z AGENCY . 5000 WATTS 
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Lush Christmas 
trim on tv's showcase 

Stocking promises to be crammed 
with Yuletide gift dollars this year 



lAlmi.r. most advertisers put "Do 
II Vot Open Before . . ." stickers 
on their Christinas-season promo- 
tional pi. ins. sonic of them (lout 
mind hinting, and it is possible to 
spot some of the 1903 holiday busi- 
ness in advance. The bumper crop 
of discretionary-dollar products 
which will be airsold, even as Santa 
and the elves on overtime work 
shifts, testifies both as to manufac- 
turers' faith in the consumer mar- 
ket, and in an ad medium — televi- 
sion — that has shown it can turn 
class luxuries into mass needs. 



I* nun tin \ lew point < 



and s 
thout» 
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lot t\ e\e eiitn es. 



I in tu i irk 

t looks IS 

str\ st' k k 
lump hill 
ri 1 i.i iu 1 1>< 



i this v ear s t\ iudi 
II hold some nice j 
irpi iscs S jx't i f ic in 
\ lined up for Christmas- 
season airselliiii; ranges n\er tin lis: 
of predictable*. I rom l.uic a ionfe« 
tious to power toothbrushes ,nu! 
from imported perfumes to port 
able t\ sets. 

\ preliminary check justifies 
sugarplum dreams for pist .ilxint 
everyone in tele\ ision tinx -sellinu 
Millions for the fourth quart* i _i i f 1 



CBS TV's 4-city show 




Here they come 
in sales parades 
for holiday season 




from Prmplcna to ABC TV 



Macy's event on NBC TV 



selling season will be something be- 
tween a third and a half of the 
year's business, and national bill- 
ings alone could reach $60 million 
for gifts in October-November-De- 
eember this year. 

Television, of course, is tied to, 
and helps motivate, an annually 
improved national retail curve that 
took a dramatic 7% uplift last year, 
according to Census Bureau reports 
on total retail sales. 

In 1959, a billion-dollar billing 
year for television, total retail sales 
were $215.4 billion. Since then, they 
have elimbed to $240 billion last 
year, a point where television was 
well on its way to its seeond annual 
billion (sec table). 

Biggest four iveeks 

Of last year's all-retail total, the 
Christmas-season quarter account- 
ed for well over a fourth annual por- 
tion. Certain gift items in the four 
weeks leading up to 25 December 
were totaled for an $8.15 billion 
gift market last year in a study by 
Tie-Tie gift wrapping firm, but the 
figure underestimates total gift 
scope both in point of time and 
sales in such significant non-depart- 
ment-store marts as discount and 
variety houses. 

Of television's national fourth- 
quarter sales revenue, toys alone 
are likely to aeeount for a fourth, 
probably falling somewhere be- 
tween $15-20 million gross, ac- 
counting for half or more of this 
year's anticipated tov tv budget of 
$25-30 million. 

Other big gift customers inelude 
toiletries, who eould invest $40 mil- 
lion or more this fourth quarter, 
and jewelry-cameras, which eould 
run some few millions in billings. 

Among the important gift adver- 
tisers on the air, toys and perfumes 
both race to do half to three-fourths 
of their year's business in the last 
quarter. An indicator of toy pros- 
pects is that 50 companies now 
decorate the tv tree, with nearly 
150 commercials reviewed this fall 
by NAB's New York Code people. 

While Toy Manufacturers of the 
U.S.A. quit estimating annual totals 
alter putting 1960 sales at $1.7 
billion, business in the intervening 
years points to a steadily enhanced 
total. The association stopped try- 
ing to estimate sales because price- 
cutting made il hard to figure. 

Fragrances reached a $154 mil- 



CHRISTMAS IN THE SALES YEAR 

Retails Sales in $ Billions 

1863 est.* 1962 1961 1960 1959 



240 



234.5 



218.8 



219.5 



215.4 



4th Quarter 
66.0 



65.3 



60.9 



59.1 



58.1 



Gift Month— Certain Items in 4 Weeks Preceding Dec. 25 
8.3 8.15 8.05 7.7 



7.3 



Television Sales in $ Billions 

1963 est* 1962 1961 1960 



1959 



1.37 



Sources: U. S. Bureau of the Census, gift market survey by Tie-Tie Div. 
of Chicago Printed String Co., FCC 



' sponsor estimates 



lion annual sales level last year 
with a national tv budget between 
five and six million dollars. Now 
new seents are sniffing at the tv 
trails of Lanvin and Chanel (Lan- 
vin put more than half of its spot 
million into the fourth quarter last 
vear, and Chanel with distributors 
spent nearly all their $689,480 year's 
spot total then. 

Merchandise that deeorates the 
national economic tree this time of 
year shows last year's baubles re- 
flected in current tv advertising. 
Elcetrie housewares were selling at 
a "dizzying pace" four days before 
Christmas last year, Dun & Brad- 
street reported in its Trade Review 
at the time. Hairdryers and can 
openers also were leading gift 
items, while defrosters, tooth- 
brushes, percolators, toasters, tv 
sets (especially portable), and tran- 
sistor radios also were prominent in 
Santa s paek. 

Eleetrie razors compete hotly at 
Christinas for an estimated $8 mil- 
lion in annual sales. One survey 
last year found that women want 
dresses most as gifts, with watehes 
and rinses tied for second and third 
place. Men like shirts and other ap- 
parel, according to Tie-Tic, with 



eameras, tv, radio and phonogrf^ 
equipment also on the Santa h 
(The same conservative survey la. 
year predicted an average f&Ml 
investment of $163 for Christfii 
gifts, averaging $5.44 per gift.) 

Time is now 

Gift advertising is under 
now, and spot buyers who 
mark a September deadline i 
their calendars for gift availabilli 
may be out of luck in getting ide 
time openings, according to sal 
representatives. Some little net»e i 
time remains still for gift busjt®! 
but while spot possibilities a 
wide„ networks seem to be givfl 
only minor attention to the Chris 
mas gift market, probably beeaW 
the need for intensive seasov: 
selling doesn't exist. Appafesl 
there are few gaps to fill. Hen 
the network box score: 

► ABC TV reports booking! 
far for these gift customers: In da 
time are Sehvvayder BrOs. (tbrOijl 
Grey) from I November to 2,1 £1 
cember on various shows for t 
Sanisonite luggage line, and We 
inghouse Electric (Grey) increap 
its regular lineup from three to 0 
shows this month to 21 Deceiwb 



'or its cordless electric toothhiush, 
hairdryer, broiler-fry p.m. and 
fcNun-nud-dry iron. In prime time 
ire Polaroid (Doyle Dane Bern- 
:>acli) with participations in seven 
hows from the cud of October 
ihrongh Christmas, Sunbeam 
Foote, Cone & Belding) with seat- 
cred minutes from now until 

hristin.is, Mennen ((.rev and War- 
wick & Legler) with some Deeetn- 
»cr participations, and a couple of 
•re-Christmas minutes for Chanel 
MOnuan, Craig & Kmnniel), Hem- 
•lgton Hand (Young & Hubicain) 
.'itli a substantial participation 
thcdule this month through 21 
December, and I'hilco's spccial-pro- 
•cts series of four parts. 10- II p.m.. 

5eptenil>cr, 25 October, 20 Xo- 
ernlx'r, and H) Deceml)cr (through 
.BDO), covering the world's royal- 
/, festivals (next month; see pho- 
)), and girls, plus Soviet WVnwni. 

'/i/ior/n ni ties Urn ileil 

} CHS TV has little to note in 
m way of seasonal business, since 
ighttime is 96^ sold and davtime 
ild out. Chanel (N'CK) and Shul- 
bn (Wesley) are participating in 
mt and five-night shows next 
nonth, and probably there will 
p trade-offs between gifts and rcg- 
iir sponsors, as yet unrecorded, 
'aptain Kangaroo's T/irtiit.sgiciug 
Wade Jubilee highlighting depart- 
ent-store parades in four cities 
26 November, 10-11:30 a an.) is a 
asonal availability but had not 
Nti sold last week. 
| N'BC TV opens the gift season 
color with the a.m. Mactfs 
hanks<zivinc: Day Parade, under- 
ritten by Goodyear (Young & 
iibicani), M&M's candies (Ted 
htcs ) and Hemco toys (Webb). 
Wtman Kcxlak (J. Walter Thomp- 
n) will offer The World's Great - 
t Showman about Cecil H. De- 
ille 1 December at S:30-10 p.m. 

PL Time for Timex watches 
Warwick & Legler) sponsors Mr 
capo's C hirst mas Carol 13 De- 
rfiber, 7:30-S:30. Two of Ilall- 
irk Cards' (FC&H) six Hall of 
June dramas this vear fall w it h in 
season, "The Tempest" on 20 
*rtober and "A Cry of Armeies" on 
December, each with 90 min- 
*m prime running time. Daytime 
layers include Shulton (Wesley) 
' a half dozen shows in Septem- 
i r find October. In CI lristmas week 
ishtfiiue. NBC's hoi id av tr.ule- 



iu.uk. Ainahl atul the Yi >ht \ i t 
for v, goes on ag.iui lor the I 1th 
year, eutirek restated in tolor but 
still unscheduled .uid unsold 

Skimming over the crowd of gifts 
in spot t\ . it is i)b\ ions that lr i 
grancc makers have read the hand 
writing on the wall by Chanel ami 
Lain in and are e.lger to use tin* tv 
teehnimie to write up records of 
their own In the wake of elect rie- 
ra/.or successes by Xoreleo, Hcm- 
ingtou, Schick, and SunlxMin, a host 
of aids for top-to-toe grooming arc 
coining out of the f.ictory < uto the 
lh ing room screen. Gift appliances, 
of course, don't stop at th»* dicssing 
room but march through the house 
into living room, kitchen, and be- 
yond. 

Joining the razor-appliance coin- 
petition in holiday spot are electric 
shoe polishers, hair dryers, and 
toothbrushes, as illustrated In the 
rapidly diversifying Honson. Hon- 
son's holiday gift campaign breaks 
this week in some fiO markets for 
a dozen products. They include, be- 
sides the older lighter-and-lighter- 
aceossory line (handled by Do\ le 
Dane Bern bach), shavers for men 
and women, Escort hair dryer, elec- 
tric shoe polisher, electric tooth- 
brush, the Can-Do kitchen unit that 
opens cans, mixes, sharpens, and 
whips (advertising through Smith 
<S: Dorian), not to mention such in- 
novations as butane gas candles. 

liaciiig razors 

Most of the dominant names in 
electric razors will show up in holi- 
day spot, it's safe to assume, al- 
t hough campaign plans are "classi- 
fied." Xoreleo (through C. J. ha- 
Hoche) isn't letting up in consoli- 
dating its reported sales lead, and 
Homington (Young & Hubicain) is 
understood to lv heavily in sjx>t in 
an effort to break out ahead. Other 
significant contenders in the razor 
race are Schick (Norman, Craig & 
Kiuumel and Sunlx\tm (Foote. 
Cone (S; Belding 

In kitchen appliances as m other 
classifications, this holidav season 
is marked In tentative spot tests to 
see if the spot Santa won't do f< r 
new coiners what he has for ntbtrs 
in seasons past. The patti rns \ tr\ 
Among home-appliance regulars in 
spot. Proctor-Silex through Weiss 
6* Celler finds it gets enough 
momentum from a pr«'-l hanks jiv- 
ing build-up in .tO mark< ts to tain.* 



m ( hristin.is gift prosp it f i m 
and to.isti rs Donu< \< r \ rt i 
starts its pr<- ( hristui i p i h in 
November, .uid this \ i ir i t< Is t < 
s| h it t v in three top ni.irkt t i 
< lit ion to network st h< < lul< s f , i* 
gnll, inner, .uid "Ilnrri Hot ' .i| pli 
alios items on a list of k i!r h n aj 
phances, jm>\\( r toi>!s and I « r 
dr\er . 

Fr.igr.une m\\< i Using in tv s|w i 
with iK'arK four fifths of last \ < i ' 
billing t oik ( utrati-d in the fourth 
quarter, is .showing possibilities of 
growth as new fragrant es jump on 
IxKird, some of the < osmet ics add- 
ing fragrance lines and some of flu 
fragrances adding cosmetics and 
other toiletry items, including men's 
products 

Lain in, which has scored on t\ 
in seasons past with its Arpege and 
My Sin scents, is lining up its uxial 
Christinas s|x »t campaign (the ic- 
(i)imt moved this month to Foote. 
("one <Sr Belding). Chanel Norm ui 
Craig (Sr KummeU w on t talk about 
holiday plans but is another ]>> r 
tume leader that has used s|xit t\ 
to advantage. 

Typical of bellwether act i\ it\ by 
fragrances just In-ginning to sniff 
out tv possibilities is Balenciaga 
(I Ielitzer, Waring 6c Wayne. For 
the Quadrille scent, Balenciaga w ill 
test some teasing 10-second com- 
mercials that humorously suggest 
the product's romantic possibility s 
with the catchphrase, "She wore 
Quadrille." If the line does u ( 11 tins 
month and next m two to A citi< s. it 
ifiuld lx« aired in other markets 
In-fore Christmas. 

Candy, cameras, jtueln. heavs 
appliances, radio, t\\ and stereo sets 
can lx' counted on to join d< part - 
ment stores ,md other s|x»t and n< t- 
work eoinp< titors for the gift d >ll r 
lx*tue< ii now and Christmas. 1 lu s. 
mi huh* at least one that pi uis 
ahe.nl far enough to bin time in t! < 
(ritual last da\ s of shopp-ng 
C.nuh Grain through Cole Fi li< r 
Hogow w ill l«> around as us< 1 
Sjxnisor. "> August I f M>3< u ilh min- 
utes m S<) markets f.ir the f air d \s 
Ix-fore Christmas 

In sinnm irx , it looks as tl o h 
the ( liristm is s ( .ison < f I will 
set in u m irks in bitli in tw« rk ■< I 
sp>t t\ . p irtu ul irb th I itt< r. t 
l*oth t »ial billings and t -t 1 pr l i t 
\aru tv It it isn't a Mirn ( I risti s 
iindi r the famib's hohd i\ tr< < it 
won t I* tv s fault ^ 



ADVERTISERS 



Revlon tries spot tv 

for 'special' campaigns, 

no plans for network 

Sanford Buchsbaum, Revlon ad director, has been working on spot tv strategy for year 
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|J i:\lon, a heavy network tv spaa 
I* sor, is currently on a s pot t 
binge, and there are indications 1 
may continue well into '64. L,fts 
month the cosmetics advertiser be 
gan concentrating on 10- to 13-weid 
campaigns which, in aggregate, wil 
surpass all of Rcvlon's spot tv bad 
get for last year. 

Reps were gleeful at the though 
of Revlon turning heavily to spn ! 
The advertiser has not been a sk] 
nificant user of local spot tv sin* 
1959. 

Only a few products will be adj 
vcrtised during the fourth-quarte 
drive: Top Brass, a men's medfidaJ 
ted hairdressing; Fabulash, a wdft] 
en's eyelash product; Esquire sho 
polish, and one or two other cm 
metic products. Reportedly, coir 
mercials for the different product 
are running on different schedttlf| 
beginning and ending at differW 
times. 

Buys include slots for five to 1 
one-minute nighttime announce 
ments per week on stations in ea 
of 50 to 75 top markets. 

Sanford Buchsbaum, director t 
advertising for Revlon, says s 
is definitely being considered fc 
next year, He indicated that it w 
still too early to firm up spot pl|W 
On the other hand, no network |M 
grams, which are usually planus 
much farther in advance, have c*si 
been discussed seriously. 

The move into spot is for "addt 
flexibility - ' and for testing the 
ceptihility of certain things." Tl 
heavy and "special use of* spol i 
are part of a particular strale| 
Revlon has been planning lot fi" 
a year, Buchsbaum admits. 

"The use of so much spot W 
this time — just before Christinas 
is coincidental.'' says Buchsbaw 
"Certain brands will be advertiM 
more heavily during prc-liolllfo 
period as they always have bee 
but the spot strategy we're nsfe 
could be applied in the spring, ,MM 
mer or any other time." 

Revlon is turning to spot aft 
three years as a heavy network 
sponsor, mostly on CBS., 
month, about the same time ft h 



an tin- spot schedule, Hex Ion limp- 
ed its lull-sponsorship (if Tin Ed 
ulliuin Show. Tr.iditioiullv, the 
thertisei had heen a .supporter ol 
irinx netw ork x .n iet\ shows featnr- 
>H top-llight stars. 
In I 962, Hevlon spent an eslini.i- 
•il S5.97().(HX) lor time .md t.ilent 
'l network t\ . Spot tx, which x\ .is 
infilled to sporadic promotions. 
»)t onh $39-l,VI0. Muc h ol the spot 
atnre\ x\ as used for products other 
'Kin cosmetics ( see ch.irt ). 
During the last lew \ ears He\ Ion 

[ Hfs have heen tossed hack and 
rth among several agencies. Cn % 
dxertising lias held \ arying 
lunints of the Hex Ion aeeount for 
•out three years, now handles al- 
Wt all of it. Warwick & Legler. 
Inch has been in charge of some 
rvlon advertising sinre 1957. was 

> Topped two months ago, and \or- 
an, Craig i\ Knnmiel. in on the 
vomits for nnlv a \ear. will he 
(ipped early tin's winter. 
IJuchsbanm him.sell x\ as onee al- 
'%i with the agencx side of the 
i si n ess, lie was aeeount super- 
ior on Hevlon and other aeeoimts 
IliD&O from 1957 to 1959. ini 

1 ediately hefore taking owr as ad 

I rector for the client. 
"Changes in agencies haw noth- 

I '4 to do with Hex Ion's adxertising 
i Nicies concerning the use of 
' «ha," says Buchsbnnm. "It is all 

edieated on marketing needs. 
| The ad director was reluctant to 
L into specifics. "Everybody has 

eir eye on us." he says. "Excn 
, 'f little companies are out to get 
' "t a half-inch lead on our moxes." 
i w ho are Hevlon 's competitors in 
Osmetics? Axon, with the innumer- 

«'le number of hunsexvives acting 
salesmen, is strong. In 1961 the 
laflpany's net profits xvere S20.S5 

i llion. and in 1962, $25,362 mil- 

I I il - Hex Ion netted $12.19 in '61 
|-d $12.99 in "62. 

; Chescbrongh-Pond's had a net 
I 'fit of S6.3S in '61 and $7.3 in 
*\ IhlK Factor, $4.81 in '61 and 
I V97 in 62. llelene Curtis net 
pilings last year of $2.57 were 
Hmx about one-half million oxer 
I • * previous year. Helena Hnbin- 

5 Hilt/ H cxrroBKK 19(1.1 



stem w as also down shghth 1 sst 
xear netting less than a imlln n 
1 la/el Bishop, x\ hit h lust s7SJ (*l 
in '61 made a slight act 14.1m of M l ) 
S21 last \ear. 

Hex Ion, which remains st< .id\ m 
the higher ranks, sells products in 
almost exerx line of 1 osmetics in- 
eluding face make-up, vs e make-up. 
hair spraxs, hair care products, lip- 
stick, hair coloring, sun prepara- 



tions fragrant «s di <«!< i.mt Si si il 
l< 'tions In ><K l< ti< ns f <( 1 1 1 < it 
incut (icons n. it! imp!) tin nt 

\ 1 1 >« -r t • 1 ( .nh 1 r I'i'«m ti i A ( . 11 
bis . Hnsti <I Mx crs ( ! Ig its I ihn 
olix e. and I .< \ < r Hi < in <lth< 1 !i 
not 1 ouipi t itix 1 ni « osiim t 1 \ 
Hex Ion stron" c <mip< titn u n t! « 
areas ol h.ur sprax s <l< • •< !■ >r.i nt 
mens hairdn nsik^s ,un 1 h iikI 
creams ^ 



Revlon diversified 


spot tv spendings last year 


REVLON INC. 


SPOT TV 1962 


Asthmanefrin 


I 3.S40 


Cosmetics 


106 450 


Delamine Antacid 


16.410 


Esquire Shoe Pol sh 


11,080 


Hi & Ori 


116,950 


Living Curl 


1.760 


O-Mist Throat Sprav 


4 770 


Perfumes 


49.120 


Pinex Cough Syruo 


21.700 


Top Brass 


63.050 


TOTAL 


$394,840 


Cosmetics, toiletry products heavy spot category 


COSMETICS & TOILETRIES 


SP0T TV 1362 


Cosmetics 


$12,435 


Deodorants 


6.093 00 


Depilatories 


2-9 000 


Hair Tonics & Shampoos 


I s v. 5 


Hand & Face Creams. Loticns 


i 212 t 


Home Permanents & Color ng 


7 163 0" 


Perfumes. Toilet Waters etc 


2 591 


Razors, Blades 


3 405 


Shaving Creams. Lotions °tc 


2 531 


Toi'et Soaps 


S0.723 i» 


Miscellaneous 


6 418 000 


TOTAL 


$74 555.000 
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What will happen to cig market 
if ads geared only to adults? 



H tobacco manufacturers continue 
to lessen advertising directed to- 
ward teenagers, and if anti-smoking 
groups continue their campaigns, 
where will the cigarette makers find 
their market in 1973? 

Dr. Emerson Day, president of 
the American Cancer Society's New 
York division, announced last week 
that "smoking education programs 
are most effective when presented 
to younger groups that have not 
firmly established their smoking 
habits." 

In line with this statement, the 
society's New York division has ex- 
panded its school smoking-educa- 
tion program to include elementary 
as well as high schools. 

At the same time cigarette manu- 
facturers have, in large measure, 
canceled advertising schedules in 
college media: school newspapers, 



and radio and tv stations run by 
colleges. Also, commercial copy 
has, at least in one instance, actu- 
ally tried to discourage youthful 
smoking: American Tobacco's 
Lucky Strike cigarettes are describ- 
ed as "blended for adult taste" and 
pictured as separating "the men 
from the boys but not from the 
girls." 

Society releases survey- 

ACS's New York branch has re- 
leased a study, conducted during 
school cancer-education programs, 
which indicates that smoking-can- 
cer education "plays an important 
role" in changing the smoking 
habits of regular cigarette users 
now in their early teens. The study 
states: 

"Programs informing students of 
the link between cigarette smoking 



and lung cancer exerted an imm<? 
diate and significant influence at 
their beliefs about the health haz 
ards of smoking." 

Twenty-one per cent of the smok- 
ing students queried, the sun?g} 
found, thought they would give %\ 
cigarette smoking entirely afte 
they had attended the edueattoi 
programs; 40% said the}' wouk 
smoke less. 

Annual cigarette broadcast atl 
vertising expenditures are current!; 
about $160 million, and tv e.vpeftdi 
tures alone make up 70% of ffl 
tobacco advertiser's total budjist, 
Cigarette sales total about $6.8 jM 
lion a year, a high surpassed annu 
ally by new highs. If, however, fa 
pressionable youngsters are AM 
approached mostly by the atfti 
smoking fraternity, how will cigar 
ette sales fare 10 years hence? 



New study to bridge gap 
for retailers, suppliers 

BH1X) ;ii id tin- Witioiul \ssn. of 
I'ood chains are takinu ;i serious 
look at tin- communications l.u» 
which is costing tlx* IihhI industry 
both time and monev . 

Until tin 1 a^iiic) .iikI N A I'( ] 
n;rcc that the communications 
problems tli.it exist between retailer 
nid supplier result in lost time. 
I lost s.iles, lost profits, :iikI inventor) 
idjiistinents. A pilot studv which 
ias invoked interviews bv BBDO 
>.f selected top-level chain cxeeii- 
ives. was completed I October 
This preliminary investigation es- 
tablished some hasic weaknesses 
H the communication line and dc- 
| jtorinined the first direction the 
\ L«\n-raniie studv should take. Ini- 
ililh, hecanse there are problem 
[ireas common to many chains, the 
■iitly will explore the chain of coin- 
Hninticntinn hetween the inanufae- 
nrcr and the retail company. Kven- 
iliilly, it will extend to vertical 
(Unmimication within individual 
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I mi k I chains 

Five points to he t.n klei I nu IimIi 
(I) who in each retail "i yam/ 1 
tion or uriinp approves .1 n< w pi ml 
net; ( '2 ) w hat inform. 1 1 lot 1 is n 
ipiiri'd before submission to .1 i< 
tailer; (3) what are the f.u ihties 
and arranuenients lor the supphi 1 
to present information to the r< tail 
er; ( I ) how much time is requiied 
for evaluation 1 if a proposal, and 
(5) other information connected 
with distribution of .1 new piodiu t 
or promotion. 

I'nder the auspices of \ \ f'( 
BBDO is eurrentlv siirv ev ini; five 
retail organizations on the I'.ast 
Coast. (Cooperating companies are 
\cnie Markets. Philadelphia. Khu 
Farm Foods, Boston, I'ei nanths 
Supermarkets. Norton. Mass.. Lob- 
low, Buffalo; f\\C Food Markets. 
Syracuse. I he ageucv has been 
given access to new product com- 
mittees, hnv ers committees, and 
other kev personnel within the or- 
Uaiii/ations at the operational or 
contact level. Where possible, a 
new product or .1 promotion is be- 



ne* lnllow 1 d lr< mi tlx in tin 1 t l 
piesi iitei I to (In f« t tih 1 ' 1 1 t '■ 
time it iin.illv ■< ts mil 1 l.i 

I he next ph.lM ill tin I I I « 
u ill iik hide an < vp 11 d< d 
ui at least !<K) t hams Mil u t 
the couutrv BlilX) and \ \l < 
beijlll to release 1 1 Mill s it flu 1 I 
v cv III the Spi 111^ <>l (')'» I «ii 1 
• m In allv tin ic.ilti 1 

P£rG position 'healthy' 

Procter & ( ..iiulili I he « uintr \ 
biltCest measured ini-di 1 ,nb ei I «v 1 
reports its business is 111 1 In ah h\ 
posit ion' anif in urow 1111^ it 1 I o >i 
able rate 

\t the annual sioi k holders m< 1 I 
ing in ( am niii.it 1 last week I'M • 
hoard chairman \eil \W Kin >\ << nd 
the firm continues to shim profit 
trains as it invests the 1 mimics 
needed to support the aib am < tn< id 
of the business The expense • I 

new prodiu t introdiii tn 11 ifmi j: 
with the rstahlishiui ut of bust 
ni'sses in new conntriis pi, nit ' on 
strin tion and 1 xp.uisiiut into a In 1 
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You'd have nine MaTconi iM 1 cameras, plus tcoior 
equipment . . . mire Marconls under one independent 
TV roof than any place in the world! And, you'd use 
thein for network remotes, as portable equipment for 
four two mobile cruisers ... in yow three large- Com- 
munications Center studios for a myriad of commir> 
cials, productions, local prog rarommji . . and, tn 
If toes, just for special effects Hi Chroma ley... 
We're prepared to provide this fleet of cameras for 
your peculiar needs — and a competent, richly experi- 
enced crew available to assure the excellent production 
which your assignment demands. Sort of a Texas 
service for those would-be Tex a rts . . . Mate you wish 
you were ....a Titan, 

WFAA-TV 

The QUJiItt Slit On iertrnQ ff» Oj if t m tfr Milkil 




Travel in these?- Never! 



While most advertisers are 
seeking a "forward - looking" 
image that will show them 
well ahead of their competi- 
tors, two of them which are 
anything but traditionalists 
have taken a long look hack 
at their early beginnings to 
show how far they've come. 
One is Ford, whose Tri-Motor 
(above) was one of the most 
famous of the early air trans- 
ports. When it debuted in the 
late '20s, it represented a vast 
improvement over any airliner 
then flying. American Air- 
ways, immediate predecessor 
of American Airlines, oper- 
ated a fleet of the Fords when 
it was the "workhorse of the 
air." The plane in the picture 



was recently purchased — 
again — by American for pres- 
entation to the Smithsonian 
Institution on completion of 
its Air Museum. Below, is a 
compact of 1891, a Peugeot 
that is one of the oldest oper- 
ating autos in the U.S. Owned 
by William Pollock of Potts- 
town, Pa., it operates on hot 
tube ignition and is in perfeet 
running order. The first 
French - made Peugeot was 
manufactured in 1889. Four 
years later a Peugeot won the 
world's frst recorded auto 
race, a 79-mile run between 
Paris and Rouen. Today, Peu- 
geot sells two models in the 
American market, the 403 and 
404 automobiles. 




areas of industry, all are "inevitablv 
incident to growth," he said. 

"We are gratified," MeElroy not- 
ed, "that we have been able ovfr 
many years 'to provide increasing 
profits for our shareholders and M 
the same time pay the investment 
cost of staking out future growth. 
Of course, a growing volume of 
business is the basis of futujfi 
growth." 

Procter & Gamble spent som© 
$120 million in measured media 
last year — 93% of it in the televi- 
sion field. 

MeElroy reviewed the status ffii 
new P&G product entries, all intra- 
dueed in the past year. Among 
them are Thrill, a detergent now in 
national distribution; Head & 
Shoulders, a dandruff control shani- 
poo that completed its national in- 
troduction just last week and sriJL 
begin national advertising within) 
the month; Criseo Oil, whose dis- 
tribution is almost completed, artfit 
White Cloud, a new toilet tis$m 
product, currently being distributed 
mainly in the mid-west. 

The P&G chairman reported that 
the acquisition of J. A. Folger Co., 
coffee packing firm, probahW 
would be completed before the eMi 
of the year. A formal contract, in 
which P&G will exchange shares of 
common stock for Folger's assets, 
is now being negotiated. 

Eugene N. Beesley, president of 
Eli Lilly & Co., was elected to the 
P&G board of directors at the UN 
nual meeting. Beesley succeeds rm 
cently retired Frederick V. Geifc 
executive committee chairman of 
Cincinnati Milling Machine Co. 

New ways to sell sought 

"Somewhere on 'Madison AveniC 
today — maybe it was in New York. 
Chicago or San Francisco, or here 
in San Antonio . . . somewhere sonif 
advertising people came up with 
some ideas that arc going to sell a 
lot of goods to a lot of people. That 
is the most important thing that's 
new on Madison Avenue .today,** 
says George C. Castleman, W tlT 
president for sales development at 
Peters, Griffin, Woodward. 

He told the San Antonio Salef 
and Marketing Executives Glub hist 
week that advertising is in the tow- 
front as an aid to keeping the U. S. 
strong, and enabling it to meet CSil- 
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petition from various parts of 1 1 if 
world. 

To maintain our economy and 
keep it dynamic', "wo most continu- 
al]* develop now things to manu- 
facture . . . new things- to sell . . . 

ind new ways to sell the things we 
linake," Castleinan said. "Those 
things create new jobs, more pay 

mvelopos, more buying power." 

Castleinan told Ins audience 
jlu-ro is always something new and 

lilforeiit on Madison Avenue: ad- 
vertising people around the eomi- 

ry are always tr\ ing to find new 

ind hotter ways to sell. 

Marketing not secondary 
but major cost of business 

Mn far too many instances, financial 
njmanement has not yet nnder- 
' tooel the full extent and impac t ol 
'he evolution of marketing. Mar- 
keting men need, hut in mam eases 
law not vet been given, the full 
Sipport and know-how that product- 
ion management counts on from 
corporate finance." according to K. 
V. Kelley, v.p.-gen. mgr. of the 
^irds Kyo Division of General 
1 "oocls 

1 Addressing the Boston chapter of 
if Financial Executives Institute, 
el ley said the ever-increasing costs 
marketing demand the concern 
, financial management. "Markct- 
*ig no lousier represents a second - 
rv cost of (loins* business . . . Well 
jner half the product dollar is 
pent after the product leaves the 
)lace of manufacture." 
In his speech last week, Kelley 
rged the financial executives to 
ut aside "myths" about marketing, 
nd work instead to develop new 
nd better techniques to help niar- 
eting management. " lie mentioned 
hit marketing concepts now snr- 
miided by "nnths." "Actually." he 
lid : 

"A company am often determine, 
(•/ore a prodiset is iwtioiuilhj mar- 
eted, whether it will succeed. 

"A company con measure the nu- 
clei and value of its advertising ex- 
rnditurcs. 

i "Dropping products which arc 
iiprofitahle n'y/i/ now is not <;/- 
'nip the best advised course of ae- 
on, 

"Cuttiuii market expenses is not 
'ways the way to boost profitability 
J law -volume products." 
Kelley charged that financial ex- 
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ecntives are not "doing the < t< ttiv < 
job (if fact-finding and v\,iln iti<>n 
the\ can do for marketing. \l uk< t 
ing ) is not v et olfering tin- kind of 
support and eiiconrageim nt and 
guidance it oflei s to other an .is of 
eompauv operation " 




GM8's Lee Emmerich (I) sets shots 




Crowd extras cheer wagon's night landing 



Automobiles, heretofore resigned 
to serving their purposes on terra 
firma. have taken to the air. To in- 
troduce its 1DB-S line. American 
Motors literally 'flew' the new 
models into the bos \ngelcs In- 
ternational \irport. while t\ cum 
eras recorded the landings for a 
commercial on CBS TV\ Danny 
Kaye Show. 

No, American Motors has not 
added w in us to its cars \etnallv, 
the cars were rigged to tall train s 
and "flown* from a height of 10 fee t. 
gradual!) lowered to the ground t<> 
give the effect of an airplane land 
inn. 

The brigbtlv -lit Los \ngeles \ir 
port provided a backdrop for tin 
Rambler landings, w ith princ ipal 
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1964 Rambler Classic off to flying start 




Stunt man "guides" car in dress rehearsal 



airport buildings d< s( ( mible in the 
distance as tin cars ' fl< w In, one 
model after ,nioth( r The cars undo 
t\ pical aircraft landing ghd< s, their 
"IhniU ipp. trains IndiK n b\ il < 
night. 

The comni) re i d. prodm-i d bv 
(*e\ t r. \|or< v . Ball ird B.nnbh r s 
,ig< nc v was filmed b\ \ IS IV lur 
tn ns. 

The airp< rt arr in 'ed t > h v « t \i 
rnnw av c I >sc It II n il 

air traffic fn m fi p in t< 1 i i « n 
Vuunst 2 1 . ft r tl < fil nine 

\nieric.iii M< t' is a c > si >s r 
of the 1) nnti Kay it . \ t ' 1 
its first ! 4 '<M mtrxlii In i •• < r 
c '..I i 2 O * I* r 11 i 1 n s i 
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New way to beat the traffic 
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John W. Lynch to ad 
director of Schick Inc. 

General manager of Tresco In- 
dustries since 1962, John W. Lynch 
has been elect- 



ed director of 
advertising for 
Schick Inc. 
Lynch served 
as a corporate 
sales and mar- 
keting execu- 
tive for U. S. 
Rubber for 
more than 10 
years prior to 



Lynch 



SHREVEPORT 



his post at Tresco. He was sales and 
marketing manager of U. S. Rub- 
ber's passenger tire division and 
before that advertising and sales 
promotion manager of the footwear 
and hosierv division. 



NEWS NOTES 



State Farm follows its star: State 
Farm Mutual Automobile Insurance 
Co., a co-sponsor of the Jack Benny 
Program on CBS TV for four years, 
will continue its alternate sponsor- 
ship when Benny's show moves to 
NBC TV next season (sponsor, 30 
September). Agency is Needham, 
Louis & Brorby. Benny's other ad- 
vertisers haven't indicated their in- 
tentions as yet. 

Fruit ad funds grow: Sunkist Grow- 
ers of Los Angeles, in anticipation 
of a bumper crop of navel oranges 
this winter, has upped its adver- 
tising budget considerably to slight- 
ly over the $4 million mark, accord- 
ing to Russell Z. Eller, director of 
advertising and marketing. Expen- 
ditures last season were curtailed 
due to freeze damage in January 
of this year. Sunkist is budgeting 
$2,720,000 to promote the navel 
(winter) and Valencia (summer) 
varieties of oranges. Lemons will 
get a promotion budget of $1,325,- 
250. Also included in the budget 
will be much smaller amounts for 
grapefruit and tangerine promo- 
tions. National advertising gets 
under way in late November via 
Foote, Cone 6c Belding of Los An- 
geles for American consumption 
and thru Leo Burnett agency for 
oranges in Canada. Several parti- 
cipating buys are pending on net- 



work television, aimed mostly 3r 
children. All lemon advertising will 
be on daytime television and prime 
evening time spots. During the fe- 
cal year ending Nov. 1 Sunkist wOl 
have spent $450,000 in spot tv. 



NEWSMAKERS 



Harry A. Bullis, former presi- 
dent and chairman of the board of 
General Mills, died after a long ill- 
ness. 

J. YV. Keener, president and chief 
executive officer of B. F. Goodrich 
to the board of directors of Camp- 
bell Soup. 

George Beyer, Jr. and Robert E, 
Anderson to merchandising mana-J 
gers with Lever Brothers' PersiQnftl 
Products Division and HouseJMti 
Products Division, respectively, 

William J. Connelly to ma®* 
ger of advertising for Union Car- 
bide's Plastics Division, succeeding 
Robert W. Boggs, who has been 
made manager of the company's 
new marketing services department 

George B. Reiciiart (left), ad- 
vertising director for General CigpjJ 
has been elected vice president, and 
assumes the added responsibility of 
the company's Escalante Division. 
Reichart joined the firm in 193© as 
a salesman. After becoming Wllfcj 
Coast sales manager in 1951, he trgJ 
came advertising manager at Genu- 1 
al Cigar's New York headquarters 
in 1957. The company also an- 




Rcichart 



Armstrong 



nounced that Ralph Ahmstboss] 
has been appointed marketing man- 
ager for the Escalante Division of 1 
the company. Armstrong, who join- 
ed General Cigar early this year as 
marketing manager for that eon>| 
pany, had previously been ass«ci-| 
ated with the company's advertis- 
ing agency, Young 6c Rubiea0,j 
where he was merchandising e*ce«-*| 
tive. He will be responsible for 
General Cigar's Pavillion at fhf] 
World's Fair. 
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|Y CHARLKS SINCLAIR, Executive Editor 

he quartet of visiting Y&K executives walking tow .1 id t In* rambling 
Kite frame house in the 7700 block of Hollywood's Suu-et Hcmhnanl 
antrasted sharply with the casual, Ivy-styled group of four nieu and 
iree women opening their picnic lunches in the tree-filled garden. In 
MP* winter-weight dark suits, the Y&U agencyinen looked a- oiit-of- 
lace as fur-clad Eskimos -.trolling along La Ctoi-otte at Cannes. 

One of the picnicker*, a tall \oung man who-e round face, crew 
ut, studious glasses and slightly frenetic manner made him look like 
younger hrother of Oi-oii Welle*, tost" to hi> feet, Cirefiilh -ettmg 
«fti a container of prune yogurt alongside a fm-tv gla-- of enrol 
lice, he pocketed a ha rd-boiled egg mid loped on er to the agene\ ■ 
%m\, hi- mohile feature- a-- inning a Good Samaritan look. 
T he senior agein ynian acted a- -poke-man. ">orr\ to iiilerrnpl \ <>ni 
icrric. hut we >eein to he lo-t. \\ e re looking tm frebcig I united. . . 
The tall picnicker's eyebrows lifted. He motioned -weepingh . i 
P'ture that included the group under the tree- a- well .1- limi-ell. 
^ on." he said loftily, in the tone- of Loui- XIX indicating r<m- 
lUiebleau. ''are looking at Freberg Limited . . ." 



U. S. A 




>«-r !<•-< »nx 11 "( *r I %*» 1" iW s » n / rrj>rr t'* 
Unlit ii <>«»/-/>«m« I psixl a t on fir * i 
• tmrmt (• d b\ r r «•/••-'«'« <rfml H I H «« T h> 
mullii tr,tn 1/ Hr 1 " trl f r If >n 1 O <• 



Si 



An IS-carat advertising non-conformist, 
Stan Freberg delights in making waves 



STANLKY ViCTOH FrEBEKG, Holly- 
wood's top independent producer 
of "satirical" commercials, frequent- 
ly faces the problem of having an 
out-ol -locus, enigmatic image in the 
advertising industry. 

He is a highly successful radio-tv 
consultant who believes that a con- 
sultant should be consulted, not 
told what to do. His minuscule, free- 
wheeling production firm does a 
$500,00Q-annuaHy business in cus- 
tom-created radio and television 
commercials for some of the indus- 
try's biggest ad agencies, even 
though Freberg himself views ad- 
men such as Ted Bates' Rosscr 
Reeves much as Sherlock Holmes 
viewed Professor Moriarty. He has 
a low opinion of much of the shows 
and commercials he sees and hears 
on the air, and voices it with the 
sharp bite of a keen satirist. 

His company motto, Ars Gratia 
Pecuniae, has the venal ring of a 
cash register about it, but he is 
downright soft-hearted (to the 
point of going over-budget on com- 
mercials out of his own pocket) 
when approached by an underdog 
client facing a struggle for existence 
in a competitive society. He is 
viewed by admen and business ex- 
ecutives as being everything from 



the savior of a sagging sales curve 
to being an unpredictable, over- 
priced, nonconformist nut. 

During normal ad-industry work- 
ing hours, Freberg can often be 
found deep in thought at poolside 
at his Spanish-type Beverly Hills 
hacienda (known locally as "Stan 
Simeon "), but he has the vast ner- 
vious energy of the compulsive per- 
fectionist, and can still create with 
jet-propelled speed in the midnight 
hours when all around him have 
quietly wilted. 

Airdales are sacred 

He seldom, if ever, misses a dead- 
line, although his fall-winter sched- 
ule is enough to keep several Stan 
Frebergs busy. Included in current 
activities: radio-print renewal on 
Salada Tea for 18 radio commer- 
cials, via Boston's Hoag & Provan- 
die; a renewal of CM offshoot 
Guardian Maintenance for a dozen 
radio commercials, via D. P. Broth- 
er; a renewal on Contadina Tomato 
Paste — Freberg's first big commer- 
cial success — for the seventh Fre- 
berg radio campaign for the food 
company, via Cunningham & 
Walsh, San Francisco; directly- 
placed radio-tv campaigns for Stan- 
ley Kramer's UA-distributed film, 



"It's A Mad, Mad, Mad, Mad 
World," and Lakeside Toys' nefe- 
all-ages game, Zominoes; and radijs 
and/or tv campaigns, production 
work on which was recendy com- 
pleted, for General Mills' Cheeriis 
and Mars Candy, via Dancer-Fift* 
gerald-Sample and Needham, Loqfla 
& Brorby. He never misses airdabiSi 

How does Freberg Ltd. manage 
the neat trick of juggling all these, 
and other, commercial silver balls 
without dropping diem? 

Sighs Bill Andresen, general man- 
ager of Freberg Ltd.: "Stan works 
best under the pressure of an air 
date. If that date is, say, the 15th 
of October, we work back from it 
to figure how close die whole thing 
can be cut and still do it properlf. 
Actually, most of our stuff goes out 
by air express 4S hours before Ml 
due to start a broadcast scheduled 

Although Freberg prides himself 
on shoestring deadline catches, It's 
not just a matter of ad-industry 
grandstanding. Admits Andresen: 

"If we wrote a commercial script 
too far in advance, theres always 
the chance that a client and agettCg" 
will start picking at it, just to baff 
something to do. Stan hates that 
Our contracts say clients have die 
right only to make changes to con- 
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BILL ANDRESEN: Freberg's Number Two 

Calm, soft-spoken Bill Andresen, general manager of Freberg 
Ltd.. is — technically — in charge of lining up new business for 
the firm, among other administrative and production duties* 
Most of the time, Andrescn's problem is to turn business away 
without hurting anybody's feelings. Sometimes, he doesn't have 
to sell at all to land a desired account. Recalls Andresen: 'The 
ad manager for Cheerios once heard Stan make a speech in 
Chicago. Two years later, so help me, they came to us and 
asked for a campaign." Andresen is a frank admirer of Freberg's 
tenacity and drive, and acts (with Freberg's wife. Donna) as a 
sort of eouiiter-hahmcc for the frenetic energy a\ ith which Fre- 
berg is endowed. Freberg's hobbies, according to Andresen; 
"wandering through antique shops and men's clothing stores.'' 
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form to tilings like go\ eminent rog- 
j illations and product accuracy . 
Htn'V can't tamper with the jokes. 
Still, Stan doesn't take chances'. If a 
client knuus there's no time to fool 
iroimd, he doesn't fool around." 

Freberg is adamant about work- 
ug with a minimum of the normal 
-estraints upon independent com- 
nercial pnxhieei s. Like mam siie- 
e*sful artists, he has a high opinion 
if his own talents and a low regard 
or those of run-of-the-mill creators. 



Wrp .< priidtc tvttr 

In rare relaxation in his 1 Iolly- 
\ood office — once an upstairs 
H&lroom in a home owned by char- 
cter actress Sara Taft, who ap- 
icars occasionally in Freberg com- 
urcials — Freberg had this to sa\ 
f broadcast advertising, creativity . 
nd Madison Avenue: 
"It would be hard to find a pro- 

'ssion run more In amateurs. Just 

atch commercials on tv for an 
vcninii some time. You'll see a 
eluye of amateur production, di- 

•ction and writing. Instead of bc- 
ig different, agencies use the same 
Sadly types of commercials for 

irs, for hair sprays, for menthol 

garettes. for detergents, for all 

lids of products. 

'Surely those gins on Madison 
pue don't feel it really comnui- 
eates. It's doing so by brainwash- 
I g. In sheer front.d assault. Some 
jencies are literally spending mil- 
ins of dollars to erash their w ay in- 
the craninin, or to strike a rcspon- 
{ e chord through nausea ami 

wk." 

\s an afterthought, Freberg — 
•10 had begun striding between a 
lepklce above w hich rested a cum- 
I "te set of the 'Tom Swift" books 
• d a wall almost covered with 
'■ drd plaques — voiced what ma\ 
vll be The Basic Freberg Com- 
ircial Credo: 

*I believe it's easier to open a 
tor with a ke\ in the lock than to 
Ittcr down the door. The easiest 
Mv to gain attention in commer- 
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Freberg soft-sell touch charms 
audiences, and gets results 
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Freberg admits to a fee structure that 
"separates the men from the boys" 



eials is through showmanship, not 
gimmicks and cheap shilling. 

"People are sick and tired of ad- 
vertising on the air that leers at 
them, or that uses corn ball ap- 
proaches like, Say, mother, next 
time washday rolls around . . ." or 
that wears out its welcome like 
the White Tornado. Boy! Talk about 
the Ding Dong School level of en- 
tertainment! It's a wonder people 
don't just walk over and kick in 
their picture tube. 

"Remember, nobody outside 
ageney and client offices really cares 



about products. If you want to com- 
pound the problem, just talk about 
a product in a dishonest way on the 
air. Word-of-mouth is the most 
powerful, and least expensive ad- 
vertising force in existence. It can 
work for you, or against you. At 
Freberg Limited, everything we do 
is designed to get people to talk 
about the commercial, and then the 
product." 

Although Freberg Ltd.'s Andresen 
says, "we're not turning down busi- 
ness, but we're not looking for any, 
either," a growing list of elients and 




There is more than a dnsh oj compulsive chitnirr uboui Freberg. the commercial pro- 
ducer. His favorite campaigns are tlio.se in ichich his off-heat airsell literally put underdog 
sponsors and their products on the sales map. Here, Freberg is seen uith a trio oj siifh 
sponsors: TOP LKIT: Salada Foods Jack Colpitis: TOP RIGHT: Freberg studies Hut- 
ter-i\'ut packaging; VHOVK: Chun King's Jeno I'aulucci. who bet Freherg a rick- 
shaw ride that Iris spots uouldn't sell. Tln'y boosted sales 2.vt0% and Freberg got his ride 



agencies, large and small, regularly 
make the trek to the Sunset Boule- 
vard GHQ of Freberg's firm, seek- 
ing his aid on his terms. ("It alw&y 
amazes me that everybody waft 
to talk to me," says Freberg, Til- 
surprise is genuine; Freberg is s# 
dom given to false modest)'.) 

Actually Freberg Ltd. has turned 
down business on occasion, usulll: : 
because Freberg doesn't feel he c^7 
do a job for the account or beeff* 
he is not simpatico with the prod 
uct. Such rejects include Marlbas 
Cigarettes, Carling and HanM 
Brewing, and Hollywood Vassareti 
Bras. He is currently "mulling* m 
offer from Hollywood's For, 
Lawn. 

Freberg's terms are, in the opifMii 
of many, fairly stiff. "We a'lwlf; 
try a product first," says Frebe 
"If we like it, we will discuss data 
it. We won't take a cigarette or 
beer aeeount. Also, there's a el" 
distinction between Freberg 
ereator and Freberg the perfontt 
I seldom appear in commerej^ 
and I won't endorse a product i 
merchandising campaigns." 

Traveling first class 

All this is enough to scare off a 
but the most determined would-!' 
clients, who then have another Mm 
jor hurdle to clear: the FrefcW 
Ltd. fee structure. 

"We've got a fee structure tb 
separates the men from the bovsi 
Freberg admits. He general 
charges $1,000 as a 2-hour consul* 
tion fee, and $5,000 for what Fr 
berg calls "an anlysis of the #ilH 
tion." Freberg feels the latter 
which basically allows a pros; 
tive client to take a peek ineM 
Freberg's head, is more than jjgs| 
fied "because the minute I'm j 
posed to a problem I start to sol 
it." Freberg calls this "Phase Oi 

What else does a client get fefl 
five grand? Replies Freberg: 
gets eight mimeographed pa{5* 
simulated leather cover, and % 
brass brads. He may also get oik 
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uo script ideas which, il turned 
lm\ ii, revert to Freberg Limited."* 
Although this sounds like a con 
lOlii to rank with selling the Brook- 
yn Bridge or a brass key to Fort 
vuo\, a Freberg Ltd. "analysis" is 
'tot a roundup of thoughts off the 
Dp of Freberg's crew-cut ted head 

Krwarchirti:' client pntblvttt* 

When he approaches a new prob- 
me>. he likes to have on hand as 
jiiai) aspects of the problem as a 
"Lent can provide — product sales, 
nrporate track record, industry 
anding, media history, details of 
hat competitors are doing, previ- 
us radio-tv advertising, etc. Only 
pem does Freberg feel he can prop- 
L ly evaluate a situation. 
He is, however, no slave to re- 
arch, which he feels "is only a 
hide, not a Cod." He's also a firm 
rbVver that "too many advertising 
4encies get bogged down in client 
•search." 

After the evaluation is presented 
clients, they can then turn it down 
Inch has happened only once), 
then move on to "Phase Two" 
the new relationship with Fre- 
Tg Ltd. 

i Under this arrangement, clients 
"e charged $5,000 per "unit," with 
ch unit being considered as one 
dio or tv commercial, or print ad. 
m the costs of production. It is. 
effect, a cost-plus deal in which 
feberg has control over the cre- 
ve processes. 

Most of the time we don't get hi- 
ved unless an advertiser is will- 
to commit for at least 10 units. 
$50,000 worth," says Freberg. 
fie hasic minimum, around Fre- 
rg Ltd., is considered three units. 
SI 5,000 worth of fees plus costs. 
(This sort of pricing has been 
nvn to wring loud grshrcis from 
•ownting departments on the 
rticy client circuit. Recalls Fre- 
"Y&R screamed in pain at 
ir $50,000 tab for the original 
User Foil air series. The cam- 
lign was designed to force distri- 



The compulsive perfectionist 
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Freberg's specialty is the co 
that doesn't seem to sell at c 



mmercial 
all 



button. It did so, adding 43,000 new- 
outlets. We told Y&R: 'Well, now. 
That works out to just over a dollar 
an outlet, doesn't it?'") 

What goes on inside Stan Fre- 
berg's head when he starts to hatch 
a new campaign is an unmeasure- 
able form of alchemy, but it seems 
to be an intuitive process which has 
its roots — but no more than roots — 
in marketing facts, and is occasion- 
ally colored by Freberg's own emo- 
tional attitude toward clients. 

Frebcrg is fond of aiding the 
underdog, although he docs not like 
the underdog to tell him how to go 
about it. 

Boosts sales tip to 40% 

One of his best-known successes is 
for Chun King Corp., whose line in- 
cluded canned Chinese food which 
was going quietly nowhere when 
Frcberg concocted a low-pressure 
series of radio, and later tv, com- 
mercials. After Chun King's Jeno 
Paulucci climbed down from the 
wall, upon hearing the first Freberg 
spots (which, as far as Paulucci was 
concerned, seemed to be selling hot 
dogs rather than Chun King prod- 
ucts), the campaign proceeded to 
boost Chun King sales by 25%, and 
up to 40% in some major markets. 

"Jcno and 1 had a real fight over 
those commercials," recalls Fre- 
berg. "But 1 won. Why? Because 1 
was right." 

Another aid-tlic-undcrdog cru- 
sade by Frebcrg put Salada Tea 
back in the sales race by way of a 
radio spot campaign which was a 
masterpiece of whimscy — a picket 
line thrown around the Woburn, 
Mass. plant by out-of-work gypsy 
fortune tellers protesting Salada's 
decision lo print fortunes on lea- 
bag tags, a contest in which 26,- 
000 guessed the exact number of 
coffee beans in a jar, and first-aid 
instructions on how to use Salada 
lea bags to ease sunburn this past 
summer. 

Not long ago, Salada Foods exec- 
utive v.p. Arthur F. Beeby took a 
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look at the Nielsen Index showing 
Salada's sales standing, and wrote 
Freberg; 

". . . it clearly demonstrates that 
your toil and moil on behalf of 
Salada has produced real results. 

"As you knoiv, before ice enlisted 
your help our business had been 
flat. I am happy to he able to tell 
you that after over two years of 
'Frebcrg sell' that it is showing a 
steady upward trend, and ivhat is 
really pleasing is that the improve- 
ment has come on regular, non-deal 
merchandise. 

"Coupled with this, the name 
'Salada' has been rejuvenated 
throughout the entire area where 
we used your artistry (I think in 
this case 'artistry' is a better ivord 
than commercials). 

"The once-wavering infant is 
showing real signs of lusty groivth 
— another year of your loving care 
and it should be ready to take on 
any challenger. 

"Thought you would like to know 
you have done an outstanding job." 

A current example of Freberg- 
To-The-Rescue is a tv spot cam- 
paign being readied for Lakeside 
Toys. 

"They came to me," Frebcrg re- 
calls, "earlier this year, after they 
had just had a terrible fire at their 
plant. Instead of being able to 
launch 38 products, they were only 
going to be able to bring out one — 
a game called Zominocs. I advised 
them to fight fire with fire, and go 
into television." 

Delayed-action tv sell 

Frebcrg, who considers "most toy 
commercials insipid, suspect and 
exaggerated," takes his own ap- 
proach in a new commercial scries 
for Zominoes. 

For one thing, the film commer- 
cials are aimed as much at the in- 
telligent, sophisticated adult as they 
are at children. For another, the 
commercial doesn't get around to 
talking about the product until the 
45th second of a onc-minute spot. 



Freberg Speaks, or, 
An Album of Highly 
Personal Opinions 



With the rapier thrust of the l& 
satirist, Stan Freberg has been hncy 
to deflate pomposity and expose shJ 
with record speed. Here is a sampj^ 
of Frebergisms on a number of 

FREBERG IMITATORS: 

"90% are terrible. A lot of vSier 
ing agencies are note attempting fiim 
commercials in the Freberg Ltdt, tn 
ner. What they<}ont realize is that \ 
just can't create humor by vote'' 

HIS MISSION IN LIFE: 

"It wffuld be a lot easier for me} 
give in and become just another mi 
but someone's got to expose luSX0 
ness. If you don't hold it up ttf :tf 
cii/e, ft gets icorse and worse?' 

STOCK APPROACHES'. 

"// you it=er<> a mother, would 
like to hear someone say, 'Say, ntorf 
next time uxishday rolls around. . 
The trouble uith advertising, wM& 
supposed to be a form of comatttii 
turn, is that nobody knows how to c. 
municate." 

TV TALENT UNIONS: 

"They're killing the goose that's I 
laying the golden egg. They tirMfo 
ing producers, myself inchrded f tn 
very careful about cast sizes. 7,| 
practically clobbered us on one i 
Chun King spots for residuals.'" 

NEW FALL TV SHOWS: 

"/ see nothing revolutionary cat)? 
down the pike. Tv is sitting aro ■ 
playing to a mass audience." 

AD-AGENCY MORALITY* I 

"People at ad agencies get reVf, m 
petitire and petty and jealous si* 
times. They stop thinking it'hai i'i ' 
for the product. I've known cases k 
an agency tried to horn in on ffcL 
of producing commercials, even thiM 
it meant the commercial it ovM «• 
just to say they had a hand in it. 
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What's happening in the first 
three-quarters of footage? 

Well, ;i I >lack-eloaked horseman, 
looking like Douglas Fairbanks Sr. 
pla> inn "/orro," rules up to the wall 
of a huge Spanish -t\ pc house. The 
rider dismounts, climbs the wall, 
crosses a garden, climbs to a bal- 
cony bedroom where a beautiful, 
dark-haired senorit.i is combing her 
hair. I le bounds through the win- 
dow. She screams. I le smiles. With 
his rapier, he marks a "**/"" on the 
wall . . , 

"The Mark of '/orro!" she cries in 
vast alarm. The rider stares. "Xo," 
lie remarks ingenuously, reaching 
under his cloak . . . 

(Where's I he sales message? Is 
Frvherg kiihlitiii? Wait. Jon'/ go 
mttnj.) 

"It's the Mark of '/onu'noes, ac- 
tually.'" he explains, withdrawing a 
box. "See here . . . it s a brand-new- 
game for children and adults alike. 
The idea is . . ." The girl, mean- 
while, is advancing upon the 
masked rider, her eyes gleaming. 

In pure delight she sighs: "Oh. 
you darling, yon brought me /om- 
inous!" Clinch, and Pan to product. 

The campaign will roll, on the 
air, this fall in major markets. 

iVric religions approach 

Los Angeles-born Frebcrg, whoso 
father is a Baptist minister ( his 
father, incidentally, performed the 
wedding ceremony between Stan 
and his attractive blond wife. Don- 
na, once Kleberg's Cirl Friday and 
now his associate producer ) . has 
another current campaign of w hit h 
he is particularly proud. 

Approached two \ ears ago by tin* 
United 1 'resin tcrian Church in the 
U.S. Frebcrg this summer recorded 
his first series of religions radio 
spots. They sell the concept of re- 
ligion much as other Frebcrg spots 
sell products — In iudirei tion and 
with restrained humor. Members of 
the church group, at one point, 
were hesitant about has ing a noted 
satirist produce a spot series, but 



I'* I eberg helped w in th< m <i\ i i w it 1 1 
a long, I In nightfn] l« tt« r w he h 
slated, iu part : 

7/ is possihle to i i m h />< nph 
through mil i r/ising it tlhnut i tu < 
hollering at tin in or stmph/ l)< rut > 
tht in to ih tith S he trn k is to </i\- 
arm tin in, through i nti rttiinmt nl 
of some sort. Then, otu e quit hut < 
i aptureil their nth niton, ti II tin in 
it hat you Inn e to o[fer tit the sun- 
ph st, most i nti rtaininz n mi ]>o\si 
hie. l'eo)>le ti ill rush out and Inn/ 
the proiltn I out of sin i r ••ruttttuh 
if nothing elst 

The I I'C (amp. sign is s« hednlrd 
to go national, in large radio mar- 
kets, when initial testing in three 
cities is completed Most of the 
bin ing will be in popular-appeal 
deeja\ shows. Frebcrg s cniiiiDi iil 
"It's a new and eont< mpor.m ap- 
proach to the problem of the Y011114 
\merican w ho pretends to get along 
just fine ss ith little or no spirit n d 
element in his life 

( Footnote for posterit\ the pro- 
duction budget (or the I'I'C spots 
was finalK set at SIO.tHX). The total 
bills passed that figure In M.TlX) 
The difference ( aine out of 1- re- 
berg s put ket. ) 

Mthouuh television looms with 
es er-grou ing importance in the 
plans of most advertising agencies 
I'reberg, whose firm is not an 
auenc\ but olnionsK has to |>e pre- 
pared to do business with tlx m. 
does about VAY f of his « omnx mil 
w oi k in radio, and the r< mammg 
ID' < m ts and occasional print 

" \s a medium, radio is a r< il 
( hallenge, he sa\ s * I like w > rkm ' 
in sound I belies <• m the p >wtr < f 
tin sp« km word Fnfi rtun it< b 
most \ S. radio was killed • •!! m its 
prime. It's a sliann bet uts< i di 
is the theater < f the nund "I In sk\ s 
he limit on t icatis its 

Menu mix r. il > tl « s u i I I 
s|k akt r |.u k H« tun and I r< I \ 11< n 
< ame out of for \ » us I I e pr I l< a 
in radio is to < r< ite o iiiiuouiK 
whit h i m hold tin ir < s\ n s hi I 
withetl m lktu<«n \tlsi-ii Hid l'« 



and Ella Fitzgerald records. 1 feel 
Madison Avenue is not using radio 
enough, or properly." 

Television, however, looms im- 
portantly in future Freberg plans. 
MCA's Revue has offered him an 
unusual deal for the 1964-65 season 
— 50-50 partnership in a Freberg- 
produced filmed tv series at Revue 
in which Freberg would have com- 
plete creative control of everything 
"including the commercials." If the 
series, which Freberg plans to shoot 
in color, finds a network buyer, it 
will be the first time in tv history 
that a producer has packaged a 
show and all its commercials. 

The series, according to Freberg, 
will be a "situationless comedy," 
and will be limited "only by my 
imagination and by network conti- 
nuity acceptance departments." 
Length? "Maybe it will be 40 min- 
utes long," says Freberg. "That way 
it'll be a 30-minute show I won't 
have to cut." Commercial policy? 
"It won't be for sale to cigarettes, 
alcoholic beverages or deodorants,'' 
says Freberg. 

Also in the works: a Broadway 
revue under the banner of David 
Merrick, based on Freberg's hilari- 
ous comedy album "Stan Freberg 
Presents The United States Of 
America," one of a long string of 
satirical recordings he has made for 
Capitol Records. 

As many a Madison Avenue ad- 
man knows, Freberg's running bat- 
tle with rigid thinking and lack of 
innovation in advertising is a per- 
manent fixture of the radio-tv land- 
scape. ("Dealing with Madison 
Avenue is kind of like dealing with 
the Mafia," says Freberg. ) 

Not long ago, when preparing a 
radio-tv spot scries for the Stanley 
Kramer production of "It's a Mad, 
Mad, Mad, Mad World," Freberg 
scripted a punch line for a com- 
mercial for the screen comedy 
which stated boldly: 

"Go sec it — it's funnier than 
Cleopatra!" 

In New York, United Artists 
executives chuckled mightily, but 
vetoed the idea. 

Undaunted, Freberg, in Cali- 
fornia, grabbed a phone and pro- 
posed, via long-distance, an alterna- 
tive that would keep industry 
peace: 

"How about," he offered. " 'Al- 
most as funny as Cleopatra'?" & 




Milton Bradley Co., one of the 
largest producers of games in the 
world, gave Richard K. Manoff, 
Inc., exacting requirements for its 
latest spot tv campaign: create 
wholesome family appeal, explain 
the special interest of a particular 
game, and at the same time get 
across the fact that Bradley makes 
a wide variety of games. Techni- 
cally, the agency also had a tough 
task: it had to use four days of 
stop-motion photography to shoot 
a commercial for Bradley's Game 
of Life and a companion one for 
Stratego, and construct a special 
rig for each of four effects, includ- 
ing a "parade" of gamp packages. 

On the creative challenge, Man- 
off art director-film producer Ger- 
ald Cedney, who supervised the 
Bradley commercials, said a great 
deal of time and effort went into 
the casting of the family to make 
it a natural and believable group, 
which not only looked like a real 
family but could work together as 
a "family." for The Came of Life 
spot. 




Cinematically, special emphasij| 
was placed on tight eloseups to gel 
the expressions of excitement, fun 
suspense, and triumph in quick 
cuts. It turned out that the bfl\ 
chosen for the "family" was actual 
ly a Game of Life fan, and wd 
able to serve as unofficial adviaoi 
on the kind of situations which arks 
most frequently. 

The Life and Stratego comrnel 
cials, each one minute are beifi; J 
aired on a saturation basis in $■ I, 
major markets for 13 weeks througl I 
Christmas. On network tv. lilA 
commercials for Bradley are bein^M; 
aired on NBC's Today and Tamg&B-j 
shows. Life, played by four peQilfeB. 
retails at $6. Stratego, for two, 
tails at $5 and is a big seller in Eur I . 
ope. Music was written by RlSm^ 
president James X. Harvey and arl 
ranged by Ralph Burns. FilflltpM 5 
was done at Audio Productfeiv 
with I larold Lipman as director \ 
RKM handled the entire Bradfe'l" 
account, except for educational rtta l 
terials and flash-cards. 



'Game off Life' a challenge 

But Manoff agency finds 'family* 
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Interpublic now number one in billings 

Vaults over JL Walter Thompson 
with acquisition of EWRR agency 



TW hillings explosion .it I uti'i pnl >- 
Hr is bursting lorth in vjeometrie 
piouression. In HHfl, the Marion 
n.irprr-licliiicd ad\ ertistng empire 
added $20 million to its hillings 
roster, the following \ ear billings 
vw riled another $12 million. 1963 
goes down in industry annals .is the 

I war Interpublic increased its fam- 
ily holdings by $S0 million ( almost 

I half in broadcast ), a Maltlmsi.m 
font accomplished with the merger 
of Erwin Wastry, Hnthranll & Hyan. 

The acquisition makes Interpub- 
lic the biggest billing advertising 
outfit in the world, an honor pre- 
viously accorded to J. Walter 
Thompson. International billings 
were $-113 million, trailing JWT's 

I S 1 20 million. Now of course, Inter- 
public is comfortably the hig broth* 

' er of advertising, with worldwide 
billings of nearly half a billion. 
With EWR&ll added, it now boasts 
7,000 employees in 160 offices in 
37 countries! The David li Will- 
iams Co., whieh bad owned EWR- 
&R in the U. S. and Canada, also 

1 owned EWR&R, Ltd. of London; 

M 50% interest in Erwin Wasey, 
C.in.b.II., of West Germany; and 

i a minority interest in Ervnco Adver- 
tising of Scandanuvia. 

1 By bringing a new sibling into 
die fold, Interpublic is inviting the 

I first real test of its fabled familial 
cohesiveness. Aside from its size, 
one of the distinguishing features 
of the Interpublic setup is its "man- 
agement company" status rather 
dian the traditional "agency" de- 

'ootatiou. (This distinction teehni- 
cally leaves J. Walter Thompson 
"titular ruler of the billings realm 
among "agencies," administering 
$130 million, with McCann-Erick- 
isQii second with $119 million an- 
nually.) Interpublic is head of a 
house which includes MeCann- 
Erickson, McCann-Marschalk; 
ftitchard; Wood; Johnstone, Inc.; 
Afamal Advertising, Ltd., of Africa; 
pjd Communications Affiliates 
lM;i r plan, SCI, Infoplan, among 
Other operations). The concept, ac- 
:wding to chairman Harper, calls 
r or "the building of a diversified 

SFfHStR/M ocnoiuK ]<U\$ 



group ol marketing eomiiiuint .1 
tions services with the corpoi.ite 
resources ol a strong 1n.111.1g1 nnut 
eoinp.niN ." \ud. while theoretiealh 
all br. mi lies handle eoinpetiug at • 
counts, sm h inti. 1111111.il ri\ ulr\ has 
been 111ini111.il. With the entr\ ol 
PAN RMl into the group, lu>\\ e\ ei , 
there are enough "product con- 
flicts to piiVe Madison Avenue. 

The autonomous nature of the 
Interpublic agencies "eliminates" 
the problem of client conflicts, ac- 
cording to the eoinp.un . Neverthe- 
less, the advertising community w ill 
be watching to see how one corpor- 
ate roof houses such hostile habi- 
tants as: Gulf Oil products ( EW) 
and Standard Oil Co. of X. J., and 
or Atlas Supph Co. ( McC-E ) , 
Frito-Lny (EW) and National Bis- 
cuit ( McC-M ); HoIIs-Roncc ( EU ) 
and Gi-neral Motors Buick ( McC- 
E ) ; Carnation Co. ( EW) and Pills- 
bury ( McC-M ); Tuborg beer 
( EW) and Genesee Beer ( MeC- 
M ); Old Forester and Early Times 
Bourbon ( EW) and Old Charter 
bourbon (MeC-E); Mutual Hroad- 



lasfmg IA\ and \ R( and < r 
(.nnirs Bro.uh astillg \1< ( I . 

I loth 1 ).i\ id li W 1 1 1 1 .1 1 us pr« si 
di nt ol EW Rt\H and Ins i itlx r, 
Ilou.ird 1) \\ llh.iins, i li.nrin hi of 
tlx- liuaiu 1- ( oiiiHiitti i' w ill r< i mi 
thru positions with Frw 111 \\ ,isi \ . 
\ look at tin- new 1111 mix r of the 
Interpublic i.iiuilv rese.ds that do 
incstie billings h.i\ <• Im i u Ih>\ ering 
for the past lew \ cars si tthng in 
both 1%2 and 63 around the $>S 
million mark, l^ist \ ear. I AS lost 
the corporate and plasties .mil res- 
ins divisions of \meritaii C\ .111.1 - 
mid ( $730,(XX> , \ri/ona Brewing 
Co. ($370.(KK)), the Bentlev Lighter 
($230,0<X)), and pic ked up Control 
Data Corp., 1 lelene Curtis' Endae 
( $.100,000), National Benefit Life 
Insurance ($1 million), the RE.V 
Express ($300,000). Its heavy 
broadcast orientation ( MY c of bill- 
ings in tv and some (fc in radio) 
centers around such clients as W rig- 
ley, which alone has billings of 
about $15 million, most of it in tv; 
Carnation; Erito-l^iy; A E. Staley; 
\'an Camp, and I lelene Curtis. 



SPEAKER OF THE DAY HONORED 




WCW (Fhila*k*h»hia) por«mnlit% SvKu- SI. ( l.iir I , .moplv llir l'lub 
dclpitia Club of \*U i-rtmnu NV nmoi "Spe*Lrr'» C it.itinn" from C bib provi- 
dent Ann Hie liter 1 <-m i« r Looking on i« \|.»b«d B.midoii*. I'< \NN pro 
tram coordinator. Tlir prt-wiilnlmu w a* m.ulo .it the club < S,-picmb«-r 
dinner meeting, when- \!i\s St Cl.nr \% .is prime <»pc.»l<*r 




Compton appoints two new 
management supervisors 

Richard II. Hurley (below) and Ed- 
ward M. Gallagher, vice presidents 
and account 
supervisors at 
Compton Ad- 
vertising, have 
been appointed 
m anagement 
supervisors on 
their respec- 
tive accounts. 
Hurley super- 
vises Crisco 
Oil. He joined Hurley 
the station in 1949 as a time buyer. 
After three years in the media de- 
partment, he moved into account 
handling on packaged goods 
brands, and was promoted to v.p. 
and account supervisor in 1960. 

Gallagher, who supervises Dun- 
can Hines Mixes, joined Compton 
as a trainee in 1953. 

Northcross to FC&B as 
nat'l broadcast director 

Foote, Cone & Belding has an- 
nounced the appointment of Sam- 
uel H. North- 
cross as vice 
president and 
national direc- 
tor of broad- 
cast, replacing 
John B. Simp- 
s' on. North- 
cross, who will 
be headquar- 
tered in FCcc- 
B's New York 




Northcross 



office, is a veteran of the agencx 
broadcast business. Prior to join- 
ing FC&B, he was a v.p. of William 
Esty, where he directed all televi- 
sion operations. He joined Esty 
in 1948, and was responsible for es- 
tablishing its tv department. Ear- 
lier, he was associated with the 
Gallup Poll's Institute of Public 
Opinion and Audience Research 
and with Young 6c Rubieam. 

NEWS NOTES 

Weather copy line: Smith Green- 
land, agency for New York's Roose- 
velt Raceway, has taken the weath- 
er into account in its commercial 
copy. The commercials, being run 
at the rate of 450 spots a week on 



New York and Long Island radiq 
stations, add the note that it's "com- 
fortably warm" at Roosevelt. Mur- 
ray Platte, S G account supervisor, 
said the "comfortably warm" line 
refers to the cool evenings the area 
will have up to Roosevelt's 7 De- 
eemher closing. However, now that 
Indian summer has set in, Platte 
thought the line inappropriate. Last 
week he dispatched another com- 
mercial to the stations, to be used 
in place of the "comfortably warm" 
spot whenever the temperature is 
over 55 degrees. Just to make cer- 
tain the station operation desks 
don't make a mistake, he added a 
thermometer to each new commer- 
cial package he sent out. 

Merger in Salt Lake City: Hoggaii/ 
Hall and Ray Higgins Advertising 
have consolidated under the name 
of Hoggan/Hall/Higgins with of- 
fices at 116 S. 5th East. Principals 
include Ned Hoggan, who will head 
the new agency and who is a veter- 
an of 24 years in advertising work 
there: Nelson W. Hall, Hoggan's 
partner, and Ray Higgins, who was 
with several Salt Lake City agen- 
cies before opening his own shop. 



NEWSMAKERS 

Paul B. Blaustein (below) to 
J. M. Matbes as broadcast produc- 
tion supervisor from McCann- 
Marschalk, where he was a pro- 
ducer of tv commercials. . . . King 
Harris to executive vice president 




Blaustein 



Harris 



of Fletcher Richards, Calkins 6c 
Holden . . . E. L. Tlmberman to 
Kenyon & Eckhardt as management 
supervisor and vice president. He 
has been associate general product 
manager with Calgate-Palmolive. 

Wayne Mondyille to account 
executive with Nielsen's Broadcast 
Division. David Mudie to assistant 
manager for production; Luc Ste.' 
Marie to manager for field opera- 



tions, eastern division; and E. W, 
Collins to manager for field opera- 
tions, western division. 

Nicolaf A. P,avlqv to assistant di- 
rector of the consumer survey di- 
vision of Audits & Surveys. 

David L. Lambert to Feldman & 
Kahn as director of marketing and 
media. He was senior media buyer 
for Benton & Bowles. 

William S. MacDoxald to ae* 
count supervisor at Crane Adver- 
tising Ltd. of Loudon, the English 
associate of Norman, Craig Sc. Kum- 
mel. 

J. D. De Vaun to copy director 
with La Grange & Garrison, Indian? 
apolis. 

John W. Haynes to Geyet,, 
Morey, Ballard as a vice president 
He was a principal and executive 
vice president of Robinson fe 
Haynes. 

George Pappas to art and pro- 
duction manager of Gaynor & Du- 
cas' west coast office. 

Hugh L. Huffman to production 
director of J. B. Neiser of Sail 
Diego. 

Donald D. Halstead to the 
board of directors of J. M. Mathes., 

Dwight Spofford to the creative 
staff of William Schaller. He wis 
creative marketing director for Carr 
Liggett Advertising, Cleveland. 

Donald F. Sternloff to office 
supervisor of Fuller & Smith & Ross 
in San Francisco. 

Frvnk N. Pierce to creative di- 
rector of Grant Advertising's Sail 
Francisco office. He was with 
Crown Zellerbach. 

Arthur Bokghi to assistant to the 
vice president of Frank B. SaAvdon; 
lie was broadcast buyer at Maxon. 

Maurice Lerman and Gustave 
L. Saklfns to vice presidents of Ted 
Rates. 

W.VLTLR A. ScilMINKE tO Jack 

Lawler Adv ertising, Los Angeles, as 
vice president. He was with Heart* 
Advertising Service there. 

Ernest Smith to senior art di- 
rector at Sudler & Hennessey. Mar- 
vin Schiller to copy group chief, 

Ralph T. Hartell to public- re- 
lations director of The Bureau of 
Advertising. He was commufilfgM 
tions director of the National Oil 
Fuel Institute. 

John F. Bresnltian, William I ■ 
Gordon, William LaCava $si 
John L. Owen, all of Foote, Con© & 
Belding, to vice presidents. 
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Newspaper strikes had little effect on department store sales, TvB's Spiegel believes 




Newspaper strikes should he apparent in 
words of department store sales user 
rii;ht-»'OMth period, including strikes, if 
Jrt-arcb theory is correct, T\ H contends 



•t 




At top, sales data for N'esv York, while at 
bottom, Chn eland 




IIARVKY SI'IKC.I'.L 

Till ritf jww/enf, TCsctin U 

viftJhw.M' \i'KH> .in- the haekhoue 
of department-store sales 
Without tlii'in. clrp.i rt men t-s{< >rs* 
sales suffer substantially .iihI ijuitk- 
l\ . When newspaper ad\ erttsim; re 
turns, department store s.iles re- 
eover largely and qnic kh . hut not 
full\ .it oik c ' 

If this siiinin.ir\ of the effet ts o| 
three 1962-1963 newspaper strikes 
In Daniel Starch \ Staff is wdid. 
the strike period should immediate- 
h he apparent on uraplis slum inn 
weekh department-More s ih-s data 



durum an eiidit month tune s< 4 
inent (•iictunpassnii; tin- striki s 
{ abo\ e left 

77ie Telt t hunt Ihm'tlti of . \th 1 rtts 
i/i_' tinohizt tl the same I edt ml Hi 
sen e Bonn! data ami supplenu nt I 
it 11 ith t 011/ nrrt nt /)< purtnn nt t / 
( Omnn rt e r< tad s dt \ tint 1 /'> H \ 
eom limorif are tpnte thffi 1 < nt tr 1 1 
Sttitt h\ I In Ihtn 111 % ttiudi/M t ti 
eliitli s that tin pit /< !i < / -I' 11 s 
/*»/>< 1 striki s hi \/nifi. p lis ( /. 1 . 
lantl ami \i 11 ) t^rk had a n ../j 
ahli < //< / / i//>< n </< 1 Kir! in it \t r< 
\(i/» v in //k •» innrkt t\ ml I \ < 
f» it on _'i fi< nf/ fi / 11/ / j 
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New York department store sales are shown with time factor added 



Time and tides together 



Interpretation of sales data is 
risky when extracted from 
long-term sales trends, Spiegel 
notes. Many faetors must be 
analyzed before reaehing con- 
clusions. Pre-strike sales rec- 
ords show a sustained slump in 
downtown department store 
sales, whieh continued during 
the strikes and afterward. 
Most striking conclusion to be 



9 pre-strike weeks 

-9.1% 

I CHANGE 

10 • 

5- 
0 • 



drawn "is that it's impossible 
to determine if a strike oc- 
eured at all," Spiegel states. 
Elements also play a role in 
sales, as for example, the 
heaviest snowstorms in 20 
years blanketed Cleveland for 
a week starting 6 Deeember, 
with sales skidding through- 
out the area as many shoppers 
were kept at home. 
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Cleveland department store sales show a pattern not unlike New York 



= • 



There was some over-all effect on 
the cities' economies, especially to 
publishers, their employees, and 
those in allied businesses. Advertis- 
ing lubricates the economy. Any 
sand in the machinery disrupts the 
normal interrelationship between 
advertising and sales. The over- 
riding question is this: How much 
did the newspaper strikes influence 
sales? TvB says the problem can be 
divided into three component parts: 

• PRE-STRIKE SALES TRENDS. 
Interpretation of sales data, extract- 
ed and isolated from long term sales 
trends, is a risky endeavor. Starch 
compared sales figures in the struck 
cities using the national average for 
department-store sales as the base. 
Pre-strike sales trends within these 
markets were ignored. TvB's study 
clearly shows a sustained slump in 
downtown department-store sales 
that started long before, continued 
during the strikes and, after the 
strikes, failed to turn upward sig- 
nificantly. 

• OTHER FACTORS. You can't 
neglect local conditions that often 
can have a far greater effect on sales, 
than the absence of newspapers, 
such as inclement weather and pan 
eel delivery strikes. By doing so, 
yon assume the newspaper strikes' 
take place in a vacuum. 

MEDIA PATTERNS AND RE- 
TAIL SELLING. Downtown de- 
partment-stores and big city news- 
papers account for only part of tbf 
economic activity in metropolis 
and megalapolitan areas. Life goes 
on during a newspaper strike. Con- 
sumers continue to purchase house- 
hold staples. Products continue to* 
move from retailers' shelves be- 
cause manufacturers are generating 
sales through stead\' advertising. 

The Cleveland and New York 
strikes were concurrent, most recent 
and were fully reported by the Fed- 
eral Reserve Board. TvB's study 
omits Minneapolis, however, be- 
cause the Board did not report sales 
data for three of the eight inunedt- 
ate pre-strike weeks, and three 
strike weeks. In addition, Easter 
week 1962 did not correspond to 
Easter week 1961. causing an arti- 
ficial fluctuation in comparative 
weekly data. Howev er, certain indi- 
cations apparent in the incomplcIS 
Minneapolis data are later boffSe 
out by the full New York and 
Cleveland findings. 
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Graphs, left, based on retail dol- 
lar amounts, arc deris ed from sta- 
tistics published by the Federal He- 
sers e Bank as per cent changes in 
department store sales for corres- 
ponding weeks from the previous 
year. Note th.it department store 
trends did not appreciably change 
due to the strike. Further, there was 
not a sales trough to distinguish 
nun-strike and strike periods. The 
most striking conclusion to be 
drawn is that it s impossible to de- 
termine if a strike occurred at all. 

Averages for the strike, and for 
die immediate pre and post-strike 
periods, were calculated. As the 
averages will show, the percent 
• changes between pre-sti ike and 
strike periods arc minor, and indi- 
cate that department-store sales did 
not plummet. In fact, Cleveland 
1 sales failed to drop at all. 

Department-store sales in New 
York remained remarkabl) level 
throughout this period, falling only 
1,6/0 during the strike, hardly a 
"substantial" decline. 

For nine consecutive necks ex- 
tending through December 1st. 
downtown Cleveland department- 
store sales failed to surpass corrcs- 
potuiing weeks a year earlier. Xctus- 
paper advertising was available all 
but three days of this period. The 
heaviest snowstorms in 20 years 
blanketed Cleveland from Decem- 
ber 6 through I t. The Federal Re- 
serve Board reported: "During the 
week ending December S, sales at 
local department stores skidded . . . 
Downtown and suburban stores 
as many shoppers were kept home 
suffered almost identical setbacks 
by heavy accumulation of snow " 

United Parcel Strike 

New York's department stores ex- 
perienced their sharpest weekly 
percentage decline after the papers 
Jrad returned. Furthermore, the 
post-strike decline probably would 
Jime appeared greater had it not 
been for the 1961 United Parcel 
Service strike, which began on May 
12. That strike virtually parals/ed 
<tore deliveries and undoubtedly 
influenced the artificial inflations of 
I die corresponding 1902 data. The 
fata also shows that newspaper ad- 
vertising failed to stimulate depart- 
nent-store sales before the July 1st 
H'ew York City sales tax increase, 
roin 3 percent to 1 percent 



In main instances, Fedi i.il Hi 
serve statistics are published i< i tlx 
downtown portion of a m< tropoli 
tan area, as well as for the < i it ir< 
metro area. T\ lis data is confined 
to New York Cits and downtown 
Cleveland aieas. Onl\ t hen punt i 
pie central cits dailies were closed 
as suburban dailies continued So 
publish within the metro areas of 
both markets. 

Don-nlturn i'*. V&fru 

Starch did not cite w Inch .nea 
statistics were used in its analssis 
It is important that the downtown 
area, rather than the largei metro 
area, be examined. After all, in sub- 
urban counties downtown news- 
papers have minor import due to 
their penetration drop-off once they 
leave the central city counties. Also, 
suburban dailies offer great com- 
petition in suburban counties. 

For example, there are 53 daih 
newspapers within New York tele- 
vision's primary coverage area, and 
30 dailies within Cleveland tv sta- 
tion's signal coverage. Community 
clusters containing their own busi- 
nesses, schools, cultural programs 
and recreational facilities are 
served by these dailies. Often these 
outside dailies are giants, such as 
the Newark News and the Akron 
Beacon Journal. Suburban dwellers 
have little interest in what's hap- 
pening downtown. They are better 
served by their local daily, with 
news of their own community, than 
by the big city downtown daih. 

Macy's Senior Vice President for 
Sales Promotion and Advertising 
John A. Blum, precisely defines this 
problem. 

". . . City newspapers generally 
have failed to keep pace, in terms 
of circulation, with population ex- 
plosion in the suburbs — a fact of in- 
creasing significance to the retailer 
w ho is himself expanding phssie- 
allv with new stores into the same 
suburbs — so that the central cits 
new spaper has become of dec re.is 
ing importance to the retailer 
w hose market and w hose eeononm 
well-being has become inercasnmls 
area-w idc. And finally, advertisers 
have been bin inn less and less w ill i 
their new spaper space dollar o\ er 
the years since the war, for a long- 
term spiral in rate increases lias 
been accompanied ueneralK In 
losses in circulation, and as a result 



c ost per-tlions.uid 1ms b» < it ' in ' 
up and up and up 

T\ B belie\ es the stril <• hid little 
elfet t on o\ er-all n t.iil tr.ali s aid 
si r\ ices 1 1< re are statistics r< l< i • d 
In the Department of ( -ouutn r< e 
showing retail salts in .V w i < rk 
Chicago and Los An '< l< s < u< 
strike <!v tw o nou strike .<!< as < < r 
responding c its n.imes alnugsidi 
these monthly sales nit reasi s and 
dec reases has e dehbt ratelv b« « n 
omitted Can son deteruuiie u lt< re 
the strike occurred" 

t.NOKX ()(•' tU/t Alt. Slntlh s \t t.s 
.Yot.Wx r t'Ki2 HtO 

Sui iu t : Dcp.irtinctiJ of Coitmn rc« 
Monthly Hrl.nl Trade Snppjcrn< nt 
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M.ir 
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tOO 
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81 


77 


93 


97 


100 


119 


89 


82 


91 


91 


too 


117 


S<) 


82 


92 


95 



* finiwxiiuiry < HtruiU- 

As sou can see, retail sales pat 
terns in all three markets svere sir 
tually identical, although Nesv 
York's papers svere strikebound. 
The markets, in order of listing, are 
Chicago, Los Angeles and Nesv 
York. 

All advertising has a purpose and 
a place. Starch's analysis noted the 
inbred relationship between news- 
papers and department stores. It 
recognized that "retailers rely heas - 
ils on ness spapers for their ad mes- 
sages." Macy's John Blum stated, 

"... it is my cons it lion that 
one basic responsibility of those 
charged ssith directing the sales 
promotion end of any business is 
not only to test out and deselop ef- 
fective uses for old media, but also 
and most importantly to test out 
and des clop effect is e w as s of using 
desirable new media. 

\pp.ireiith department stores' 
sales are not tied onls to in wsp.qxrr 
line t nations. The urcat< st loin; 
range trends in big cit\ r< tailing 
base little to do svith strikes i f 
downtown cl.uln s Popul iti< n mi 
grations So the suburbs, growth <f 
local dailies and sseeklus. and tin 
metropolitan area-wide cost rage 
ol television are ch mging r« tail 
selling com < pts 

Tomorrow s nn st Mia < ssful r< 
Sailers. Ts B Ik in m s will 1m tliov 
that best adapt to (lit realities « ( 
((hI.is s m< t.uni rph sis m media 
and m irkets & 
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Second commercial tv network 
a "tough problem" for British 



Can England support more than 
one commercial television network, 
when the U. S., with a much great- 
er audience, seems able to support 
only "2'/2" networks? asks T. Steele, 
executive vice president of Benton 
& Bowles. 

Addressing a group of British 
commercial broadcasters in London 
last week, Steele predicted that 
British operators "may have a verv 
tough problem" in the next few- 
years, as BBC develops a national 
I 1 1 IF service, and a second com- 
mercial network is launched. This 
would make a total of four net- 
works, two government-owned, and 
two commercial, available to view- 
ers in the U. K. 



Drawing a comparison, Steele 
pointed to the days when CBS and 
NBC bad a clear advantage in TV 
network strength in the U. S. "Good 
time . . . was very difficult for ad- 
vertisers to acquire — and this dis- 
turbed quite a few disappointed 
advertisers, not to mention our 
watchful government." Since then, 
ABC has emerged as a strong force 
in U. S. tv, said Steele. "And al- 
though SRO signs are out at CBS, 
yon can still buy good time on NBC 
. . . and . . . quite a lot of it . . . 
on ABC." 

The ABC ascendency, which 
reached its peak in 1959, "sharply 
eroded" the audiences of the other 
two networks. Steele pointed to 



"imaginative programing" as a 
prime factor in ABC's climb, which 
helped cut CBS evening half-how 
program ratings by 15% in four 
years, and NBC's by 10%. CBS, he 
added, has regained its 1958 rating 
levels, and NBC has also recouped 
its strength by looking to ABC's 
policy of "sharper, smarter pro- 
graming." 

Steele cautioned his British audi- 
ence to keep an eye on cost-per- 
thousand. In the U. S., he said, time 
costs for tv advertisers have risen 
12% in four years, in stride with 
population growth, but talent or 
program costs have jumped 25%. 

He told the British broadcasters 
to expect declines in "memorabili- 
ty" of tv commercials as channels 
multiply. ABC's emergence as f 
major U. S. network was accom- 
panied, he said, by drops of ICS 
20% in viewers' commercial recall. 

Steele said Benton & Bowies' re- 
search into commercial recall has 
found that daytime commercial! 
were only 14% more effective ( bas- 
ed on rates and cpm) for reaching 
women than prime-time exposure. 
The agency originally estimated, 
that daytime's efficiency in reach- 
ing women was twice as great m 
prime time's. 

Steele said the decision of U. $. 
networks and advertisers to offer 
longer shows "reduce the viewers 
tendency to switch channels: — hf 
providing few er punctuation points 
during the evenings' schedule." He 
said there were 99 half-hour pro* 
grams in evening nctw ork time in 
1958; the figure for 1963 is 64. Five 
years ago there were only 23 hour- 
long evening network shows, com- 
pared to 46 today. 

'500' crashes arena tv 

Another blackout has blighted cor* 
inercial tv sports. MCA -TV last 
week revealed it has acquired from 
the Indianapolis Motor Speedway 
Corp. long-term exclusive rights to 
produee and distribute live cover- 
age of world-famed Indianapolis 1 
500 Mile Race to theatres i« 
sports arenas; via closed-circuit tv. 

The deal is another in a string of 
"steals" pay tv has made from com- 
mercial t\ sports fans including 
hockey games and championship 
boxing matches. It may be followed 



Tv network billings up 



Network television gross time 
billings increased 3.1% in Au- 
gust, and billings for the frst 
eight months of the year 
climbed 5.3% over the 1962 
period, according to Televi- 
sion Bureau of Advertising. 
August network tv billings 
were $66,224,000, compared 
with $64,205,100 in August 
1962. The three-network total 
for the eight-month period 
was $543,826,700, compared 
with $516,268,700 a year ago. 
ABC scored $141,225,100 for 
the first eight months, up 6.6% 
from last year. CBS' $212,194,- 



700 was an increase of 6%. 
NBC showed a 3.7% increase 
over '62 eight-month figures, 
with a total of $190,406,900. 
Daytime billings for the first 
eight months totalled $176,- 
445,000, a gain of 10.6% over 
last year's. Nighttime billings 
rose from $356,689,000 in 
1962, to $367,381,700, an in- 
crease of 3%. Network tv gross 
time billings are compiled for 
TvB by LNA-BAR. The 
month-by-month 1963 figures 
(with May, June, and July fig- 
ures changed as of 2 October) 
follow: 



NETWORK TV GROSS BILLINGS 



Month 


ABC 


CBS 


NBC 


Total 


January 


$18,264.8 


$25,912.7 


$24,066.1 


$68,243.6 


February 


~1 7~435.7~ 


24,057.7 


22,850.0 


64,343.4 


March 


19,378.0 


26,694.3 


25,166.8 


71,239.1 


April 


18,577.0 


~26,508.4 


23,669.9 


68,755^3 


May 


18,299.7 


27,986.9 " 


25,305.1 


" 71,591.7 


June 


17,070.5 


26,749.1 


22,976.6 


66,796.2 


July 


15,927.8 


27,401.9 


23,303.7 


66,633.4 


August 


16,271.6 


26,883.7 


"23,068.7 


66,224.0 
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In sportinu ev cuts still nn »re closely 
aliiiiiftl u itli tlx' free entertainment 
screen. There luu> been talk of tlie 
Witioual Football League turning 
"pro" as far .is tv is concerned ;md 
UoinU for the hit* money available 
on the closed-circuit route. And. 
i just .is the Dodders ,ind C'.i.ints de 
verted New York, both te.iins .ire 
reportedly pi. inning to turn their 
lucks on n.ition.d commercial cov- 
craue ol their games. 

( .'Insed-circnit co\ crane ol the In- 
dianapolis .into classic u ill coin- 
Xhur with next war's r.ice to he 
>ri 1 1 1 on 30 Mav 1961. It will he per- 
haps the most eostlv coverage in 
the world of sports bee.inse e\ erv 
foot of the tuo-.ind-one h.ilf mile 
Speedw.n vv ill he covered In cam- 
eras .md microphones spotted str.i- 
teuicillv around the track. 

According to David A. \\ eiblin. 
president of MCA-TV, the possi- 
bilities are strong that if tacilities 
.ire made av nibble, the ev ent miuht 
be beamed live via Tel.st.ir to Fn- 
-ope ,md then relaved to outposts 
iroiind the world. 



ashington officials reply 
to ABC tv station report 

Hi Washington officials read their 
iwiil? The answer is yes. if results 
if an ABC-owned tv station mail- 
ng is any criterion. Not only do 
hey read mail, they acknowledge 

t too! 

ABC TV stations president Theo- 
lore F. Shaker sent the new pre- 
station, "I low the People of Two 
•rcat Nations Helped Join Two 
Vorlds." to key Washington people, 
t art nig vv ith the President, as well 
s j>olitical leaders throughout the 
Wintry. Included was information 
■ the collective and individual 
(Torts of the ABC tv stations in 
jehalf of their communities and 
•country. 

While the reply from President 
vcnnedy came from a secret. irv . 
"Iters flowed hack to Shaker from 
* other Robert Kennedy, the vice 
•resident and many more. Said 
| Aiulon B. Johnson: "I find it to be 
Mciuating and I am pleased that 
On were so thoughtful." Press 
I 'Cretan Pierre Salinger reported 
lack similar!}: "I found it most 
i llerestinu." 

imnnsa; the nearlv UK) others per- 
ttlally ackowledgiim the presenla- 



tion w ere FCC i h.iirni.iii I \\ il 
li.nn I lenrv . Sen Warren ( • Mr 
niison ( Commerce ( .'out in 1 1 1 < e 
ch. linn. in ). FBI director J I d ' n 
lloover. FCC conn n issioiu I k< n 
neth \ Co\, and Sen. J \\ I nl 
bright 

One represent. itiv e Finn m i I" 
Dwver (N. J.) reported she w is 
"placing it in my district olfit < m 
F.li/.ilxth when- it will be re. id In 
the mam people who visit me on 
legislative business. 

\tul James C. Morton, speti.d 
assistant to the Secretary ol Coin 
inerce. "noted with interest the 
(piestion which is posed. 'Can ser- 
vice to the commnuitv keep pace 
with technical advance?' and the 
advertisements about your stations' 
performance in this regard " 

Minow in vast learnland 

Former FCC chairman New ton N 
Minow, although devoted to com- 
mnnication in a broader sense than 
bclore. is .still talking in the idiom 
of his old job. TV and .in "un- 
named toothpaste commercial 
(Crest) served to illustrate points in 



Ins speei ll o|>< lilll ' i \i v\ \t i V 
exhibit, "New I )iiiu iisions iii I i rn 
nig," In Km v« lojx-di i Br t in i t 
for w hoin Minow now is t \t « \ I' 
working on h u i! .ind fn i n i I 
nutters 

I )< st nbillg evplosiv t |M>pn| tins 
and iiilorm.it ion growth Mil' ^ 
added **Fv e ret itcd a ft w st iti ti s 
pt i haps not 1 1 1 1 i t « - a\ f . : 1 1 i 1 1 n .i\ tl < 
one that 'our ginup lias 27 l< 
« av ities ' Most of us ,ne aw ire of 
that partit iilar station though lit 
gieatest new c lunge in < i iniiiinii 
cations of our time television 1 1 
t it* - « 1 more statistics US M inilh >n 
\nu rit ans viewing tv '.it this v<r\ 
moment ' (around V JO p m . t hil 
tlren in the I . S. spend .is ninth 
tune w ith tv .is w ith a teat her "that 
is one reason w hv we are sponsor 
nig the .\ BC program. Exploring 
. . to help insure that some of thi\ 
tune is used to strt tth the mind and 
spirit '). 

W hile he had no "w .istt I md 
epithet lor educational tv , .is for 
the commercial medium M mow di 1 
sav that "educators h.iv e lx-en slow 
to harness the ureat U'l t of tele 
v ision" hut w ill In-giii tt ) fulfill its 
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potential by the middle and late 
1960s. More than 300,000 courses 
will be televised this year in this 
country, he estimated. (The next 
day National Educational Televi- 
sion announced that Minow had 
been elected to the NET board of 
directors.) 

Reviewing Encyclopedia Britan- 
niea's display of books, machines 
and film, Minow said educational 
films "can be as habit-forming as 
the late show." He shared the plat- 
form with company president Mau- 
rice B. Mitchell, who reviewed EB's 
international progress since its 18th 
Century founding in Scotland. The 
exhibit will occupy the Pepsi-Cola 
World Headquarters Building in 
New York this month. 

World-wide organization 
urged for broadcasters 

Robert W. Sarnoff called for a 
world-wide organization of broad- 
casters committed to maintaining 
free and open channels among na- 
tions, capable of dealing with the 
numerous problems which ad- 
vanced, technology will create and 
the details inherent in the free and 
continuing international circulation 
of information and programs. The 
NBC chairman made the sugges- 
tion at a press conference at 
Tokyo's Okura Hotel. He was in the 



country to sign an agreement with 
NHK for exclusive tv rights in the 
U. S. for the Summer Olympic 
Games which start in Tokyo next 
October. 

An important function of such an 
international organization would 
he the operation of an information 
center from which any broadcaster 
could learn what programs — live or 
recorded — are available in the 
world market or needed in these 
countries where production re- 
sources are limited. The need arises 
because of what Sarnoff called the 
"awesome potential" of global tv 
which places heavy responsibility 
on the world's broadcasters to as- 
sure that the tools at their com- 
mand are used "in a spirit and with 
a skill that will serve the best in- 
terest of mankind." 

In the absence of sueh an organi- 
zation, Sarnoff said, "it is incumbent 
on the broadcasters of each nation 
to seek close cooperation, through 
existing organizations and on their 
own, with broadcasters of other 
nations." 



NEWS NOTES 



'Hootenanny' hits newsstands: ABC 
TV is making the most of a good 
thing. Having eome up with the 
first regularly scheduled network 



tv series devoted to current folk 
music craze, the network expands:! 
its Saturday night Hootenanny from I 
from last season's half-hour to a full I 
hour this season. Now the network 
is carrying the idea over to a na^e I 
medium and has published ABC 31/ I 
Hootetuinny, a magazine which 
contains articles and features by ] 
and about folk singers. It'll be avail- 
able at newsstands starting 29 Of* 
toher. 

Werner progress report: Mort Wer- 
ner, president of the National 
Academy of Television Arts and 
Sciences, and NBC TV program? 
v.p., has delivered the first in a 
series of "progress reports" to ATAS 
chapters around the country. Ad- 
dressing the New York chapter list 
week, he told of reeent decisions 
by the board which will result in 
ATAS progress and expansion, wifh 
the chartering of new chapters hi f 
Boston, Dallas, Philadelphia, Den- 
ver, and other cities. Werner's new 1 1 
meeting with ATAS members is 
scheduled for 2 and 3 December. ■ 
when he wil visit chapters in St. 
Louis, Columbus. O., and Wash- j 
ington, D. C. 

Stock Exchange: H & B American, I 
CATV operator, and Video Inete- 1 
pendent Theatres, a subsidiary af \ 
RKO General, have announced fchfl; 
exchange of 1,550,000 shares ©fl= 
H & B common stock for all the out- 1 
standing capital stock of Vumnrel; 
Co. and Mesa Microwave, CATV J- 
and microwave relay tv subsidiaries \ 
of Video Independent. As a resfil&ft: 
H&B will acquire the 27 CATV l~ 
systems of Vumore with 30,000 eufM 
tomers. In addition. II & B will id-, 
pand its microwave relay facilities I 
through the acquisition of Mesa, j 
The agreement also provides for "ft$m 
to 82 million of additional finanein|il 
to be made available by Video fo I- 
II 6v B by modernization and mM 
pansion. The transaction is subject i-- 
to the approval of II 6c B's stodw 
holders and the FCC. At the trans- »■ 
action's completion, Video lndr-1 
pendent, which bad previously ac-M 
quired a substantial interest in H & 1 
B, will hold more than 50% of H km 
B common stock. 

More power for Springfi^Mm 
WWU\ Springfield, Mass., al^l 
WWOK-TV, Worcester. Mass. bofhl^ 
owned by Springfield TelevisfpiM 



TIO GOVERNING BODY MEETS 




Television Information Committee, governing body of tlie broadcasting 
industry's Television Information Office, at the Fall 19G3 meeting (l-r): 
seated, Michael Foster, ABC; C. Wrede Petersmeyer, Corinthian Broad- 
casting; newly-elected chairman VVillard Walbridge, KTHK-TV, Hous- 
ton; Bobert Wright, WTOK-TV. Meridian, Mass.; standing, Marry Clay. 
KTI1V, Little Rock; Sydney Fines, NBC: Boy Danish, TIO director; Joe 
Sinclair, W JAR-TV, Providence; John Cowden, CBS. Cordon Cray. 
WKTV, Utica, N. Y„ was absent when the picture was taken 
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have hern granted permission to 
increase their power. \\ WLP, nn 
channel 22, will cliuih from its pres- 
ent 2I ( J kw in all directions to a 
directional pattern of 37 (J kw to- 
ward the south and west, and to its 
maximum I, (XX) kw toward Spring- 
field. WWOR, channel M, will, by 
spring I9C1, have increased its 
power from 1G.2 kw to KM) kw . 

Full sponsorship recorded: The 
P§4 Slimmer Olympic Games in 
Tokyo, wln'cl i will he carried on 
S'BC TV, are fully sponsored. P. 
Lorillard, (Leimen 6c New ell), Tex- 
aco, (Benton & Bowles), and Schlit/ 
Brew in u (Leo Burnett) will sponsor. 



NEWSMAKERS 



Rohkrt Noiummr.u> to general 
Wnager of NBC news and public 
.iffairs. Carl Lindermaun Jr. to \ ice 
president, NBC sports. 

David Cordon to puhlicity and 
Mpoitatiou director of WNEW-TV, 
He has heen associated with Screen 
Denis. 

Ci.oik;k F. Shannon' to director 
if husiness affairs of WCBS-TV. 

Harry D. Homo, Jr. to sales pro- 
notion manager of KSD-TV-Radio, 
it. Louis. He was radio and tele- 

| Itsioii director for Batz-IIadgson- 
v!euwoehner Advertising. 
I Steven F. Beard, Jr. and Caihukk 
P. Dype to vice presidents of Blair 

i relevision. 

Richard J. Andkrson to eugin- 

| *@ring manager for KLAC and 
CTTY, Los Angeles. lie was chief 

I mgineer at KOVB-TY, Sacramento- 
•tfxekton. 

James W. Mansfield to manager 
f ■ the National Assn. of Broad- 
\ msters' audio-visual department. 
f le is production coordinator of the 
I tally's Hip, Picture tv series. 

Robkrt R. Saracen to local sales 
Mnager for W'C AN-TV, Portland. 
Lynn F. A\ try to sales manager 
f VYTVM. Columhus. 
V\'es Potter to production maim- 
er of WTVO. Rockford. 
Richard J. H.mii iiv, Jr. anil K<x - 

0 M . L \r.iNESTR,\ to vice presidents 

1 NBC. John Sci'orm to director 
f promotion for the network. On 
ic west coast, Jerome II. Stwu.y 
|l film programs director, program 
pbtinistration and John Hinsi y to 
lanager, film programs. 
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KIRSCH 



"I particularly enjoy your articles on 
products which have had spectacular 
success in radio or tv." 

M. Wolff, Advtg. Mgr. 
Kirsch Beverages, Brooklyn 



3M 



"Find it gives me good round-up of 
common tv problems, solutions." 
Roger F. How, Advtg. Mgr. 
3 M, St. Paul 



FRC&H 



"I find SPONSOR interesting and 
useful." 

Sandford C. Smith, VP 
Fletcher, Richards, Calkins & Holden 
New York 



C-E 



'It's good. Keep up the good work." 
Frank W. Townshend, VP 
Campbell-Ewald, New York 



ALCOA 



"I find SPONSOR a great source for 
broadcast information and ideas." 
Howard M. Osby, Mgr. Adv. Services 
Aluminum Co. of America, Pittsburgh 

GUMBINNER 

"Keeps me informed and up to date in 
the broadcast business." 

Hal Brown, VP Acct. Supervisor 
L. C. Gumbinner, New York 

KASTOR 

"Like current (yellow page) news!" 
Ed Johnstone, Exec. VP 
Kastor, Hilton, Chesley, 
Clifford & Atherton, New York 



GREY 



'Fine, in-depth publication." 

Hal Miller, VP & Media Dir. 
Grey, New York 



AYER 



"I look forward to reading SPONSOR 
every week and find it extremely help- 
ful in keeping up to date on important 
broadcast activities." 

Jerry N. Jordan, VP 
N. W. Ayer & Son, New York 

K&E 

"Read it cover to cover every week." 
Joseph P. Braun, VP, Media 
Kenyon & Eckhardt, New York 

AMERICAN 
TOBACCO 

"I find SPONSOR interesting, useful — 
and informative!" 

A. R. Stevens, Advtg. Mgr. 
American Tobacco, New York 

BRISTOL-MYERS 

"Very informative and useful." 
John H. Tyner, Dir. of Advtg. 
Bristol-Myers, New York 



AF-GL 



"I feel I learn a great deal by reading 
about the experiences of others as re- 
ported by your publication. It is stimu- 
lating and breeds new ideas." 
Robert G. Fest, VP 
Albert Frank-Guenther Law 
Philadelphia 



AYER 



"Appreciate your broader base fea- 
tures." 

L. Davis Jones, VP 
N. W. Ayer, Philadelphia 



S&H 



"One of the best publications cov 
the broadcast media field." 

Henry Halpern, VP-Med. Dir. 

Sudler & Hennessey, New York 



JEWEL 



"Good for broad and timely inform©, 
tion." 

Joseph Klinge, Advt. & SPM 
Jewel Tea, Melrose Park, III. 

AEROSOL 

"I find SPONSOR interesting and use- I, 
ful A NO timely. Well written. Important Jj 
in reporting news!" B 
Anne L. Hall, Advtg. Mgr. 
Aerosol Corp. of America, Boston, 

FIRESTONE 



"I'd say SPONSOR is almost a 'musf 
for anyone interested in brOadcasfini|f ! 
A. J. McGiness, Nat'l Advtg. Mar* 
Firestone Tire & Rubber 
Akron, Ohio 

STEFFEN 

"SPONSOR is always full of 'up to 
the minute' information — trends, tWm 
shows, market information, ratings/ fiOfi 
many other worthwhile features." 
Ralph L. Latimer, Advtg. Mgr. 
Steffen Dairy Foods, Wichita 



EVERYBODY'S TALKING ABOl 



BBDO 

rcely an issue I dan't clip two or 
three items af interest not only to my- 
self but others in the office." 

Dale G. Casto, VP 
BBDO, Buffalo 

GENERAL MILLS 

I think SPONSOR is the best maga- 
Eine in its field." 

Mance Rase, Merch. Mgr. 
General Mills, Minneapolis 

MORGAN 

l'l often clip articles and send them 
slang to clients — since you uncover 
hings we'd never know." 

John Morgan, Pres. 
John D. Morgan, Inc., Chicago 

MELDRUM 
& FEWSMITH 

I like it . . . always has useful infor- 

tian." 

Ralph Wright, AE 
rum & Fewsmith, Inc., Cleveland 

BIDDLE 

One af the only magazines I read 
am caver ta caver." 

Jahn G. Reinhard, Res. Super. 
Biddle Company, Blaamingtan, III. 

PLOETZ 

ou do a splendid jab of covering 
•at's new and af interest in the field 
brief, time-saving farm." 

Lester H. Plaetz, Pres. 
Plaetz, Inc., Chicago 



ifONSOR! 



WADE 

"I find SPONSOR interesting and use- 
ful .. . yes indeedl" 

Marvin W. Harms, Sr. VP 
Wade Advertising, Chicago 

HENDERSON- 
AYER & GILLETT 

"A mast helpful taal!" 

Mrs. Joyce Clark, Med. Dir. 
Hendersan-Ayer & Gillctt 
Charlotte, N. C. 

RIVAL 

"Your SPONSOR-SCOPE commentar- 
ies are mast helpful." 

Harry L. Gadau, VP of Advtg. 
Rival Packing Company, Chicago 

KIRSCH 

"I particularly en jay your articles an 
products which have spectacular suc- 
cess in radio or tv." 

M. Wolff, Advertising Manager 
Kirsch Beverages, Brooklyn 

MILES 

"It gets thoroughly read and routed 
every week! Frequently 'clipped'." 
Harald J. Beeby, Advtg. Mgr. 
Miles Laboratories, Inc. 
Elkhart, Indiana 

STOCKTON-WEST- 
BURKHART 

"It is excellent." 

Richard Kuck, Acct. Dir. 
Stacktan-West-Burkhart, Cincinnati 



Y&R 

"SPONSOR serves to tc«?p mo in 
formed an development* " 

R. E. Whitting, VP-Acct Super 
Young & Rubicam, Chicago 

FOLGER 

". . . mast interesting and informative 
publication." 

B. F. Howe, Advtg Mgr. 
J. A. Falger & Co., San Francisco 

COMPTON 

"The current picture af national ad- 
vertisers, their commercials and sales 
success is mast helpful." 

Lyle E. Westcatt, AE 
Campton Advertising, Las Angeles 

K&E 

". . . the most current and complete 

coverage af the field." 

Jahn L. Baldwin, VP & GM 
Kenyan & Eckhardt, Boston 

NL&B 

"Look forward ta each issue — infor- 
mative, well written." 

Edmand C. Dallard, VP 
Needham, Louis & Brarby, Chicago 

HOEFER, DlETERICH 

& Brown 

"Without question, I find SPONSOR 
ta be the mast timely, interesting and 
helpful af all the broadcast media 
business magazines. Keep up the gaad 
warkl" 

Wallace C. Riddell, Jr. VP 
Haefer, Dieterich & Brawn 
San Francisco 



These quotes typify recent agency advertiser response to 
SPONSOR'S vitality, force and energy. 

Look at the company names. Look at the names of the top level 
agency/ advertiser executives. Look at what they said. They're 
obviously excited by SPONSOR. They "read" it. They "enjoy" it. 
They "get ideas" from it. They "clip" it. They "route" it. They 
"use" it. The excitement readers are finding in SPONSOR means 
excitement, visibility, and penetrating power for your selling 
story. A new or intensified schedule in SPONSOR will have our 
readers talking about you, too. And more important, buying you. 



SPONSOR 



555 Fifth Ave., Now York 17, N Y. 



ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

N EW YORK 




Delivers top ratings, 
reach and cost- 
per-thousand with 
WNBC-TV's biggest 
movie package ever. 



HERE'S HOW IT WORKS 



YOU BUY a :60 commercial in 
"Movie 4" (Saturday night, fol- 
lowing "11th Hour News") at a 
cost of $1800 flat or a :10 spot 
for $550 gross (subject to 
discounts) 

YOU GET a large, low c-p-m 
audience— assured by lead-in 
from NBC network movie and 
by nature of the films: most of 
them TV premieres and 
or better ("Daily News"), all 
with top name stars. 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



a 



NEW YORK 
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WHO'S CALLING ? — 
History show at 



CBS is putting radio news tapes of 
the past 36 years to dramatic use 
at the site of its skyscraper under 
construction in New York. A scries 
of top stories of each year hack to 
1927, when CBS was founded, is 
part of an elaborate show lor side- 
walk superintendents as the 3S-story 
building goes up. Each year is 
marked by a photographic panel 
illustrating the stor\ of the year. At 
each panel the passer-by can lift 
a telephone to hear, for example, 
President Roosevelt at his 1931 in- 
augural declaring that "the only 
thing we have to fear is fear itself," 
or in 1911 calling Pearl Harbor "a 
dav that will live in infamv," or 



Winston Churchill in 1940 coinim 
the term, "iron curtain," in his Ful-| 
ton, Mo., speech, or President Ken- 
nedy's "ask not what your countrjj 
can do for you" appeal at his ■ 
inauguration. Pedestrians 
have plenty of time to enjoy 
historical panorama. The htiildfiw 
is scheduled to he finished late iij 
1964. Designed by the late 
Saai iiu'ii, it will be 491 feet high, 
take its place among the tallest rH 
in forced concrete structures in tin 
world. 

Cn til now, sidewalk observers 
have been able to watch cxcaviUtUtl 
and early work through a ple\iglj^ 
lence. 

SPONSOR I I oc.iom r II© 



"TIMEBUYER'S 

CORNER 

■ RBDO (New York) adds two: Jonnc Murpln 
joined the 1MDO modia department 1 Octobe r 
as a buyer for Dual Filter Tareyton. Jonnc was 
with Gumbiuner (New York). John Winkclseth 
returned to BBDO I October after a two-year 
tour with the Army. John has been assigned to 
the DiiPont group as a buyer. 

■ IflTS Seminar instructors announced: The 
line-up of instructors for six of the eight Time 
Buying and Selling Seminar classes has been 
announced by Al Petgcn, director of client re- 
lations at the American Research Bureau, and 
chairman of the Seminar committee. Subjects 
and instructors are as follows: FIRST: Broad- 
casting: Key to Marketing Era — Julius Barn- 
athan, v. p. &, gen. mgr. ABC Television Net- 
work. SECOND: Broadcast Research Basics — 
William McDonald, a.e. Norman, Craig & Kum- 
mel Int.; Frank Boelun, dir. of research & pro- 
mo., RKO General. FOURTH: Research in 
Planning and Buying — Joan Leahy, ass't. super- 
visor media analysis, BBDO; Hal Miller, v. p. & 
media dir. Grey Adv. FIFTH: Network Basics 
— Don Durgin, v.p. NBC Television Network- 
Sales. SIXTH: The Rep's Job — Maurie Webster, 
v.p. & gen. mgr. CBS Radio Spot Sales; John 



Mcilll pt »p!i , u li.it liny 

•iri dull l>u> ii ,» ami saying 

i I O. tnli, f 1<*13 



Dickinson, v.p. HR&P. SEVENTH. Hole and 
Functions of the Time buyer — Moderator. Sam 
Sehnt ul( r, \\ LW Radio sis. mgr., eastern th\ ., 
Crosley, Panel: Mary Lou Benjamin, media dir. 
I lelit/er, Waring & Wayne; Marie Fit/patriek, 
Y&R media supervisor; Judy Fields, Compton 
tunebuyer; Bob Bridge, SSC&B senior media 
buyer. Instructors for the Third and Eighth ses- 
sions will be announced soon. First session is 
set for 3:30 p.m. 29 October at CBS Radio, 49 
East 52nd Street, New York. 

■ Late word from IHTS: As a postscript to the 
above report, the Corner has just gotten word 
that the instructor for the Third TB&SS, The 
Media Plan, will be Don Leonard, Kudner's 
media director. 

■ Borden's is placing two products in test area? 
this month — Borden's Danisli Margarine, and 
Borden's Kava, a Iow-caffein instant coffee. 
Agency is DCS&cS (New York). Borden's has 
been blossoming out in new products this year 
— claims that before 1963 is over, 35 new food 
products will have been launched in test mar- 
kets, introduced in selected new markets, or 
put into national distribution. Half a dozen ad 
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ART FISCHER: 

don't be afraid to try it 

"One mistake a lot of buyers make is to 
handle even' buy the same way, that is, 
to rely on a buying formula," says Cole 
Fischer Rogovv's (New York) president, 
Art Fisher^ Art estimates SQTc of the 
agency's hilling goes to radio and tv, and 
he takes an active part in timebuying. 
Eschewing formulas, he says, "Every 
buying problem is a different problem." 
lie feels it's dangerous to fall into a buy- 
ing pattern, that "many stations arc being 
bought because of the audiences they 
had five or ten years ago, or not bought 
because of the audiences they once had." 
lie urges buyers to "keep up-to-date, 
have courage, use ingenuity . . . don't be 
afraid to try new ideas." Art explains that 
when CFR was formed, Lee Rogow was 



the timebuying expert. After Lee's death 
in 1935, Art, who says he "knew nothing 
about radio and tv," waded into time- 
buying and has found a wealth of satis- 
faction and success utilizing his fresh 
point of view. Art and his wife and two 
children live in Manhattan. 
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TIMEBUYER'S 

CORNER 



14 OCTOBER 1963 



agencies are involved in the company's "new- 
product explosion." 

■ Squirt plans for fall: Squirt Co. (Sherman 
Oaks, Calif.) planning an intensive fall multi- 
media campaign with $1 million budget. Plans 
include radio and tv spots. Donahue & Coe (Los 
Angeles) is the agency; William R. Muller the 
account exec. 

■ KAUZ-TV, Wichita Falls, market tour: An 

entourage of Dallas ad agency execs and station 
reps boarded a chartered bus (see photo below) 
and headed for Wichita Falls, Texas, for a 
weekend of fun and market study late in Sep- 
tember. Activities included a tour of Sheppard 
Air Force Base, where a demonstration of the 
Atlas Missile was seen. KAUZ-TV general man- 
ager Bob Hobbs hosted the trip, said the pri- 
mary purpose was to afford an opportunity to 
demonstrate to agency personnel and their 
clients the suitability of the market as a test 
area for tv campaigns, and to point out the wide 
variety of production facilities offered by the 
station. Are such market tours a success sales- 
wise? The report from KAUZ-TV says yes — two 
orders were received by commercial manager 
Hal Thompson before the bus returned. 




A. C. Gilbert's Autoraroa, electric road racing car with 
fly-over ehiehane, will be featured in 3.0- arid 60-seeond 
tv spots in a national campaign to run until Christmas 

TV BUYING ACTIVITY 

^ A. C. Gilbert campaign started on some sta- 
tions in late September, will continue to pick up 
markets until the list includes about 50 top mar- 
kets for a full strength push at Christmastime, 
Five toys are included in the promotion: Auto 
rama (see photo), My Mixer, Tuggy the Turtle, 
Scrubble Bubble, and The Wing Thing. Spots 
are being placed mainly in action, adventure, 
and kid shows. New York stations WPIX and 
WNEW-TV started airing spots 7 October. 
Buyer lining up spots for the Gilbert campaign 
at BBDO (New York) k Bill Thompson. 

y National Airlines buying prime and fringe 
minutes, 20s and ID**, in key national markets 
for a drive set to start 20 October, Duration will 
be eight weeks in some markets, nine weeks in 
others. Buyer is Bob Previdi at Papert, Koenlg, 
Lois (New York). 



THEY LEFT THE DRIVING TO KAUZ-TV 
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JOURNEY TO WICHITA FALLS; Media folk from 
Dallas along with station execs and reps about to board 
the chartered bus to journey to KAUZ-TV, Wichita 
Falls, Texas, are (1-rJ Jon Burkhart, KAUZ-TV; Jim 
iN'eal, ATS; Jane Achor, free-lance writer-producer; 
Owen Elliott, ATS; Frank Tinkler; Mrs* Glenna Tinkler, 
Tracy-Locke; Ben January, Walt Brownfield Assoc.; 



Mrs. George Harding; Mrs. Elliott; Mrs. Dean Hulse, 
Grant Adv.; Mrs. Januarys Mrs. Billie Brady, Van Kob- 
erts, Inc.; Conrad Brady, Interstate Theatres; Bill 
Hobbs, general manager, KAUZ-TV; Tommy Thomp- 
son, Tracy-Locke; Mrs. Kimtemouth; Warren Kinne- 
mouth, Ad PR; Mrs, Jeffords; Dave Jeffords, BBDO. 
Channel 6 was host to group for weekend 



52 



ADIO MEDIA 

ADIO REAPS CROP OF FARMERS 



IhiM i v i n-cnow derate of sci- 
! r rati fir fanning techniques dc- 
lands tli.it the individual keep 
ibrcist of tin- latest de\ clopments 
u his l)iisiiii«w, I low dors he do it? 
1 listening to radio. And, inore 
WcifiealU , by listening to estab- 
* bed. authoritative mcdiutn-and- 
Wi-powered radio stations. 
A Cedar Rapids advertising agen- 
y, W. D. Lwiii Co., concerned with 
lack of information about farm 
adio listening habits, underwrote a 
tudv to determine the nature of 
cntral Iowa's farm listening and 
he extent to which newly estuh- 
shed local stations had cut into 
w farm audiences of the large re- 
ional stations. 

The study found that the small 
■lions made a dent in the Irigh- 
ered outlets' farm audience: 50 
u WHO. Des Moines, according 
I the study, is the dominant farm 
at ion in central Iowa, with WAIT, 
'edar Rapids, and KMA. Shenan- 
oah (both 5 kw), following. Low- 
littage stations, in general had a 

jail percentage of the total farm 
Hie nee. 

Dr. J. Robert Miller, marketing 
irector of Lyon, pomted to the 
pendency, after World War 1 1. of 
nail radio stations in the central 
Pm region. Before that, he said, 
irmers in the area depended in 
■ago measure on established, high- 
Owered radio stations for the t eth- 
ical and weather information tbev 
ceded. Commenting on the study's 
pilts. Miller noted that the farm- 
is "becoming sophisticated in 
mis of the information on which 
can rely." Farmers seem to as- 
i.ite authority and knowledge of 
griculturul science" with large 
at ions, he said. 

Regional station farm directors 
id farm newscasters have vor\ 
«£h identification and listenership 
long farmers. In the stud) . \ et- 
an WHO farm director Herb 
ambeck u as properly identfied 
<( r r of the farmers within a 
--mile radius of Pes Moines. 73 < 
Jkirted listening to his broadcasts 
~i< T regularly and 26' < occasion- 
ly. WHO newscaster Jack Shelly 
as correctly identified by 73T of 



the sample and listened to b»" 70 
— lo""< regularlv, and 23* net usioii- 
alb. 

• Within the KKl-nule radius 
there are 27 am stations. Despite 
this, the study notes. WHO domi- 
nates the farmers' listening: 

• Refore 7 a.m., in only one 
county of the 17 in the 100-mile 
radius around Des Moines did an- 
other station Inn e a share of audi- 
ence greater than WHO. 

• Ret ween 11:30 a.m. and 1:30 
p.m., three local stations in their 
home counties had a larger share 
of audience than WHO. Two of 
them, KCOC, Centers ille, and 
KJAX, Atlantic, are 250-watt sta- 
tions; the third, KXKL, Waterloo, 
has ."50 kw. 

Other findings of the survey: 

• 99 r r of the fanners questioned 
have radios in their homes, and 70T 
own more than three. l(r~V own si\ 



or more. 7ST ha\ e radios in tin ir 
ears, and 13 r r earn transistors with 
them when aw a> from the home 
or barn. 

• I'eak listening time is from 
noon-12:30 p.m. — -SOT listen then. 
.Second highest period is 0:30-7 a.m., 
with (u^t tnuing in. 571? listen Im*« 
fore fi:30 a.m. 

• Farmers listen to radio for 
specific programs at particular 
times of the day. 

• 9 IT have t\ sets. I lie) w ate h 
% cr\ little during the da) , hut turn 
to h after 7:30 pan., w lien radio 
listening drops olf to 17 r », 

• Fanners fa\ or t\ stations affili- 
ated w ith ( RS TV for their even- 
inn v iew in»: 50T turn to ( RS. 39T 
to NRC, and 32T to \RO. 

The I, yon stmb mi hided S7 1 
farmers within the 100-mile radius 
of Des Moines, and its findings are 
based on 555 usable returns <P 




WHN re-entering sports arenas 



Old timk memories will be stirred 
among New York listeners with 
the return of \\ I IN to sports are- 
nas. Follow ing In se\ eral w ei ks tin 
signing of the New York Jt ts \meri- 
can League football entr\ lor un- 
erage In Wl IN. the statu m has now 
announced a two-\e.ir < ontr.u t to 
broadcast the New ^ ork Mets 
games 

The 1 1 -\ ear-old station was 
tagged 'The Station of Champions** 
from its earliest da\ s S.nn Tan! - 
one of the leading sports «.« inmen- 



talors. aired b \n\z b iskt tl dl 
Ikk ke\ . and track In in Mils n 
Si|u ii < ( .anh n in I it< i \ < irs s 
\\ \I(.M tl « st.iti. n 1 r i 1 s' 
Rrix kl\ u D kI j|t r Ni w "\ rk ( . i ' 
fen t!) ill. and N. w \ rk \ I k 

l,(««kin ' it tl < nt u s|i i M ']•■ < 
is John C Mel, i \\ 1 1 N | r 1 > 
and g< n< r d mm n 1 ft 

M< ts pi ( si )( lit ( .. r « Hum 

Bas< ball g.uiw s w d 1» sj " t ) 
b\ Rlicmg I 1 and Rr «n A \\ - 



11 litis 11 



0»|Ql / 14 OCTOBER 1963 



RADIO MEDIA 



25-year-old copy theme sell 



Ayr ah ran cextohy ago, a young 
Chicago cookie baking firm 
took a big plunge into an equally 
young type of media buy, spot 
radio. Twenty-five years, and mil- 
lions of cookies later, Salerno Meg- 
owen is still putting the major por- 
tion of its ad budget into the senior 
medium, radio . . . and spot TV. 

Their remembrance line . . . 
"Mom-ee, I want a Salerno Butter 
Cookie" has beeome famous in Chi- 
cago. Not only are they still using a 
modern version of it, up until just 
two years ago, the originally record- 
ed, twenty-three-year-old spot was 
still beiiig heard! 

WIND, Chieago, which has been 
running Salerno Cookie spots sinee 



the beginning, teamed up with Jaek 
Scott of Seott & Scott Advertising, 
to commemorate their mutual 25- 
year Salerno association with a 
luncheon party. Guest of honor was 
the girl who reeorded the famous 
seven word commercial, Florence 
Brower Fancy, flown from Cali- 
fornia for the occasion. 

Mrs. Fancy must eertainly hold 
some sort of record. She received 
residuals from the original spot for 
twentv-two vears. Somewhat small 
by present standards, her semi- 
annual $7.20 check was mailed to 
her regularly by the ageney, though 
the last few years necessitated some 
speeial tracking down to find her. 

Salerno's sueeess with their long- 



time radio relationship (they rose 
in size from 15th to first, now bake 
40% of the packaged cookies sold 
in the Chicago market) has attested 
to the validity of adman Jaek Scott'g 
philosophy that "spot radio has re- 
mained one of our most effective 
means of putting over a sales mes- 
sage." 

The longevity of the spot al- 
nouneement he ereated, a little 
girl's voice imploring, "Mom-ee, I 
want a Salerno Butter Cookie," 
baeks up another of his tenets, 
"every spot should contain a good, 
strong remembrance line." 

In the ease of the Salerno spot, 
there was never much question Si 
to its remembrance value. After tbfi 



George Salerno and WIND'S Howard Miller give veteran cookie "saleslady'Tlorence Fancy a taste of the product she advertised for 



r baking firm 



Salerno Megowen honors 
spot radio commercial star 
featured on air for 23 years 



ir.st four \ears of stcad\ use. up to 
(M) letters a \\ eek would pour in, 
isking to please take tli.it "\\ billing 
>r.it" ofl tin* ;iir. Hut In tli.it time 
lir lino li.ul become .1 \\ iiitK Cit\ 
atch phrase .iiid .is 0110 letter 
loled, in requesting .) respite trotu 
lie fclotj.ui, "\\ ln u 1 uo in .1 store, 
cant think ol am other butter 
ookie. 

At about th.it point. Scott >4.i\ e 
he spot a rest .1111I incorporated the 
|np.in into a sinking jingle. I low - 
per. for at least a few weeks e\ en 
ear, the original was resurrected, 
•ntil in 1961, it was modernized to 
Hie present version to include the 
Viother along with the little i*irl and 
he last $7.20 check went out to 



Mi s. I'",me\ . 

For almost all their tweiitv li\ < 
\ ears in radio, Salerno has adln rod 
to some I (X) spots a week. 

For longer than am one at \\ I\l) 
e.in remember, there has alw a\ s 
been a 52-week order. Greater busi- 
ness and an increasing ad budget 
eoiii|>ensati'd lor rate hit leases and 
lour \ ears ago allow ed for a liko 
dollar amount in spot TV. 

Commenting on Salerno's non- 
stop schedule 011 \\ I \ 1). Ceneral 
Manager ICd Wallis stated, "If the 
successful growth of our respective 
companies is am indication, this as- 
sociation has been a good one. 
We re gratified to see the impact of 
radio acb ertisttig iudelibK eonfirin- 



i'd tin ii tlx' m< -1 In 111 1 s t iintiiiMi 1 
ns( In 1 itii < >1 our * >ld< st Inn ' tiiu« 
ad\ 1 1 1 iscrs 

( .t < rgo Salerno l< >oks at it this 
wa\ "( )nr tw< nl\ fi\ t \ 1 ar st >k< in 
spot radio has pro\ t d ohh |iim\ • 1\ 
to us tin- pot < in % ol t lu mi dm hi 
Wo w en- sold on r.idio h.ok in tl 1 
e.uh 10 s w hen our sli igun in.id> >is 
latin his and were sold on it now .is 
a prime nio\ or ol the Salerno bin 

"Marketing has undergone n m - 
hit ionar\ ( hangi s during tin past 
(jiiarter ccutun . be c ontiniied, 
"but we feel that tile Use of radio 
ad\ ertistug has < nabled us to k< < p 
pate with ( hanging de\ < iopnx nts 
in distribution, men h. iodising and 
consumer purchasing habits " ^ 



■e Brower Fancy shown 25 years ago when she made the first radio spot for Salerno Megowen (I), and with successor Denise Rogers (r) 
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Raymond Smith to general 
sales manager at Mutual 

Raymond W. Smith has been 
named general sales manager of the 
Mutual Radio 
Network. He 
comes from the 
National Ad- 
vertising Co., 
subsidiary of 
Minnesota 
Mining & Man- 
n f a ctur ing, 
where he be- 
gan as assistant 
director of op- Smith 
orations in 1949. lie was named re- 
gional sales manager lor NADCO's 
Eastern region in 1955, and was ap- 
pointed general manager of the 
newly formed Poster Division in 
Fort Wayne, Inch, the following 
vear. 



NEWS NOTES 



KGRB goes on the air at fair: A 
new radio station, KGRB, West 
Covina, Calif., went on the air 25 
September at the Los Angeles 
County Fair. This was one of the 
first times a station ever began 
broadcasting from the grounds of 
a count)' fair, according to Robert 
Bnrdette, president and general 
manager of Robert Burdette & As- 
soc., owners of the station. Bur- 
dette, for more than 25 years the 
owner of General Sound Engineer- 
ing Co. of Hollywood, is associated 
in ownership with Dr. L. Paul Res- 
nick, Los Angeles physician, and 
his brother, Edward Resniek. The 
new outlet, broadcasting at 250 
watts on 900 kc, and with its eall 
letters standing for "Good Radio 
Broadcasting" in the San Gabriel 
Valley, will feature "good popular 
music" combined with news and 
sports coverage, with special em- 
phasis on local events. After the 
fair, KGRB will broadcast from its 
new studios located on lo ] 2 acres in 
West Covina, utilizing 245 loot twin 
directional transmitting towers. 

Womctco income up: Far the first 
36 weeks of 1963, Wometeo Enter- 
prises reported net income after 
taxes was up 15.12 over the same 
period in 1962. to $1,514,068 as com- 



pared to $1,317,031. Per-share earn 
ing for the period ended 7 Septem- 
ber was $1.04, up 13% over the IS 
cents earned through the thi 
quarter of last year. ( Per-shaw 
earnings have been adjusted for ! fm 
30% stock dividend paid 21 Decem- 
ber 1962.) Cross income was fl4| 
826,918, up 13.2% as compared tc 
$13,099,915 in 1962. Wometet 
recently finalized an agreement m 
purchase for cash all the capita 
stock of the Coca-Cola Bottling 
Works of Nashville. The multi- 
million-dollar transaction is I 
largest single acquisition ever made 
by Wometeo. 

Metromedia cashes in on high ft 
nanee: There are all kinds of finan- 
cial successes, not the least of their 
being the annual awards whj 
Financial World magazine gives foi 
the most attractively prepare! 
stockholder reports. Metromedia 
nabbed the first place in the broajl»J 
casting category in this year's 23r< 
annual Report Survey and John %l 
Kluge, president, will accept I 
bronze Oscar-of-Industry trophy al 
the banquet 30 October in New 
York. More than 5,000 annual t& 
ports were reviewed in 97 cafe' 
gories in the 1963 competition. iJ 
broadcasting, CBS was runner-up 
to Metromedia, while AB-PTx>kiefd' 
third. 

New ABC affil. KZUN, Spokane 
Wash., became an ABC primary 
affiliate on 7 October, with the net-' 
work hour rate $S(). Station opofaigy 
with 500 watts days on a frequeneJ 
of 630 kilocvcles. Although this I 
a daytime station, the fact that it' 
operates on Pacific Time pcrnjeih 
it to clear for practically all Trans- 
continental programs. 



.Rust Craft earnings revive: Rif^ 
Craft Greeting Cards reported ne 
sales of $33.66S.(XK) for the Ifi 
months ending August 1963 with 
sales of $28,273,700 for the H 
months ending in August 1962. Net 
operating earnings after taxes were 
$640,20(1 or SS" cents per share, 
compared with an operating loss pi 
$705,900 in the 12 months endffid 
August 1962. The figures exclude 
non-recurring profits of $110,000 iu 
the 1963 period compared with $1.- 
356,700 in the 1962 period. TM 
1963 figures include a full year al 
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all's .mil earning In Hnst Craft 5 
lew ly-.icipiired broadcasting divi- 
inti, while figures for tin* previous 
,'i\u include only six mouths luo.id- 
sjfcfing operations. 

MELX-FM goes to lO(UMM) watts: 
(mX-FM. Nashville, Trim,, 
>roai least fug at 97.9 me, boosted 
ts transmitting power to 1(K),(KK) 
vatts and aihled 22 aihlitional 
lolirs of stereophonic broadcasting 
Mr week — bringing the weekly to- 
.ll to 3S horns of stereo. WSIX-FM 
k on the air from S aan. to mid- 
night daily. Power change was 
■Mile late in Septemher after in- 
tallatiou of a new antenna. 

ilka Host to dist afters: Tills. i will 
m the site of the 190 I animal con- 
ention of American Women in Ba- 
te anil Television. Headquarters 
/ill he at the Mayo 1 Intel, from 
>pril 30-May 3. Suklie Adwou, ac- 
mut executive, KTUL-TY, Tulsa, 
I | general chairman of the conven- 

hi thorn stations sold: Blackburn 
Co. reeentlv brokered the sale 
both WLAQ, Home, Ca.. and 
'BFB, Tallahassee, Former sta- 
bn was sold by Mitchell Melof for 
jI50,(XX) to Clarke Broadcasting. 
Vvned by Randolph Holder and 
(tanas Lloyd. The Tallahassee 
itfit was sold hv Emerson Browne 
<r $120.(XX) to Don Price. 

uptipment firm purchased: Stand- 
R Electronics Corp., which spe- 
ali/.es in the manufacture of radio 
id tv transmitting equipment, has 
'en purchased by its former v. p. 
id general manager, William II. 

lgcr. Under its new ownership* 
re firm will move to a new plant 
i Monmouth County, \. J., about 
January 1964. SK designed and 
tilt what it reports to be the first 
) k\v tv transmitter in the world 



} T WOK-TV. New York. 

I NEWSMAKERS 

Joii\ Riu'hakkr to general mana- 
p of WFYl, Garden City, X. Y. 
c was formerly general sales man- 
ner for WTBC-TV-AM-FM, Al- 

oua. 

Harold Go he to vice president 
Johnston-Tav lor Broadcast inc. 



Won wi II. Hi li ii. Sn \>< tin' 
sales stall of WDCY, Minneapolis 
St. I'.ml. 

Hon I'ltu l. to sales manager oi 
IkC liS. S.i n I' raiieisci ). I Ie was with 
CBS Tv Stations National Sales. 

Jons' I'm. i v to account e\ociiti\ i 
for the Traiiseontinent.il Division o| 
A BC in I lollv Wood. 

I*. I' \ri I'l lU JLv to director of 
radio sales service at CKl.W . De- 
troit. 



\l \N FlM ill I M tl) st.ltl' i|) in in i 

ger nf KCIAI and kliK, 1 .* \n 
geles. lie was direi tur of tlx \u ml 
Piogiams I )iv ision nl \ l \ 

( » \u\ I ) \\ is tn ai i • Mint < v < iitiv >• 

oi w i:m:, Cleveland 

J \ M I S I .. Sll \NMI\ to the Salc3 

stall ol KDKA, I'lttsl tnrgh lie was 
national sales %er% k <• i epresr ntat iv c 
for W I IC-TV, Pittsburgh. 

I'l lit ( ]oi sins II \nri n to program 
direi tur <»f WI J B. New York 
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FREEDOM of the air 

an editorial 

KVII., Dallas, is a station that believes in editorializing. 
Shortly after John Co vie, who in addition to being president 
of the station is also a ineinher of the NAB Board, framed the 
N'A B-adopteil Covle Hcsolntion designed to awaken the pnhlie 
and their elected representatives to the dangers of government 
encroachment on the American system of free broadcasting, 
this editorial was broadcast over KVI I Its author: John Covle. 

When our Ship of State commissioned first 

for its uncharted s< a. 
To the ere ic each Founding Father said: 

"You people hark to me! 
One law, imin utablt , tec write to undt rieritt an rerun: 
Let no man's itching fingers mar the freedom 

of the press." 
The politicians squirmed and cried and battled, 

tooth and elaw. 
But the freedom of the press remains immutable by late. 

The Founding Fathers lent ir too w< 11 
what govt rnments can do 

To stop the printed page and blot its messages to you. 
The if could not know in w means would conn, 

in transmitting thought to share 
And that th< y should ha n guarantee d 

the freedom of the air. 
So t oda \i the politicians grin as, inch by inch, tin it go 
To limit thought that wt mail In ar at Inmn bit radio. 

The sanctity of the printed word bit law Wi guaratitt > ; 
Surely as much tin spoken word is i ntith d to In fine 
Xot words but thoughts all tyrants ft ar, 

the things that words may say: 
lit striding thought in any form is a threat 

to frt cdo m's way. . . . 
Xo la w nor rule should bar the thoughts tin 

ratlio wares can In or. . . . 
Our Xation now should t)uarantr< tin Frt > dom of 1 1 * Air! 
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SYNDICATION 



'Cowboy & The Tiger' 
in cari for holiday air 



Taping is complete for a new one- 
hour special its backers hope 
could be The Wizard of Oz of this 
generation. The Cowboy and the 
Tiger, commissioned by llclitzcr, 
Waring & Wayne, New York agency 
specializingin children's advertising, 
is in the can for telecast Thanks- 
giving Day and an 8 December re- 
peat. This could be the first of an- 
nual re-runs if the show fulfills its 
hackers' hopes. Five national ad- 
vertisers will sponsor Cowboy and 
the Tiger: Irwin, Transogram, 
American Doll & Toy, all through 
Helitzer, Waring & Wayne; Nestle 
through MeCann-Erickson; and 
Miles Labs through Wade. Nego- 
tiations were still under way last 

"Beaver" in strip stage 

Three out of every four stations now 
signed for MCA TV's syndicated 
Leave It To Beaver scries will strip 
it five days a week. A survey by the 
film company's research depart- 
ment also found that most of the 32 
stations stripping the program will 
schedule it in late afternoon or 
early evening hours. There are 234 
half-hours of Beaver in syndication, 
after six vcars on network (five on 
ABC; one on CBS). 



week with ABC TV for the two 
showings, and a 25-market spot 
plan kept in readiness in case the 
talks were unsuccessful. To star in 
the musical, designed to appeal to 
all ages, II WW recruited Paul 
O'Kcefe, 12-year-old singing star 
of the Broadway musical, Oliver. 
The young cowboy is shown here 
on the set with agency principals 
Melvin Helitzer (1) and Andre 
Baruch, vice president in charge of 
television and radio. David Wayne 
and other Broadway names fill hu- 
man and animal roles alongside the 
young cowboy. Music and tv script 
for Cowboy and the Tiger are by 
Harold Beebe, who adapted the 
show from a Wallace Gray play. ^ 



NEWS NOTES 



Heater to tv: Winnebago Produc- 
tions, Bockford, 111., has announced 
the availability of The Gabriel 
Ileatter Show, a scries of 110 five- 
minute programs on tape, each one 
with a self-contained message of 
"inspiration." The series is designed 
for stripping, both as a five-minute 
entry and as a feature in local news 
broadcasts. 



Consolidation: The tv division M 
United Artists Corp., until now di- 
vided into the two firms of United 
Artists Assojc. (syndicated feature | 
films) and United Artists Television 
(network and syndicated series), bad 
been consolidated into one UA sub- 
sidiary called United Artists Tele- 
vision. Staff remains the sam& 

Drug Center sponsors syndic mm 
ies: Skaggs Drug Center, a Jargf 
chain operating in 11 western stales* 
is taking on full sponsorship oi 
Seven Arts' "Films of the '5Q's" i 
KSL-TV. The buy is one qf th< 
largest in Salt Lake City history* 

On another Seven Arts s 
front the new half-hour documwi 
tary, Churchill, the Man, has r6> 
cently been bought by seven mm 
stations, making a, total of IS, The 
special was recently approved hi 
Churchill at a private screening; 
may not be telecast during his life 
time. 

The syndicator's En France s£tu 
of 26 half-hour French langu&j 
shows has been sold to 12 ifigjp 
stations, bringing the total mark* 
count to 59. 



AA's sales exploit: Allied Artist 
Television's most recent package c 
12 science fiction features, call© 
The Exploitables, has been boote 
by 51 stations, following the sals C 
the original group of 24 to 
than 100 stations. Other large slW 
were made by UA-TV, Econnrae 
Television Programs division, amem 
others. Company sold Stoney Burk 
the hour scries based upon the a 
periences of a rodeo performer, i 
20 markets. 



NEWSMAKERS 



Charles Green to director srfft 
Sana. He was previously a Ifftfl 
lance director. 

Bed Cox to creative director an I* 
producer with WCD Production | 
He was formerly with Sarra. 

Herbert I. Lazarus to vice p 
dent of Telcsynd, a division I 
Wrather Corporation. 

Cvn-rr Collier to general man? 
gcr of WBC Productions and e? 
ecutive producer of "The Ste\ 
Allen Show." He is currently jP 
gram manager of KYW-TV, Cl#« 
land. 
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AD AGENCY HEAD URGES 



PAYING 
DIRECT BUY 



Attacks local rate card at RAB meeting 



\mo s i v i io\s u li ich sell direct to 
.in ad\ crtiser .it the local rate 
(I .still pay their representatives 
vs'lio t-all on the account a com- 
mission, .say.s William L. Sanborn, 
president of Wiiiius- Brandon Co., 
pit. Louis advertising agency, lie 
made the proposal while attacking 
iso of the local rate card for spot 
i ad io advertisers, during an RAB 
naiiagcinent conference last week 
it Omaha. 

Another solution offered by San- 
rom to protect rep commissions is 
or national reps to "get a firm coin- 
nitment that a station will not and 
pNi not cut them out by selling at a 
oeal rate to advertisers they (the 
wk ) call on." He conceded this 
.vas a "pretty drastic" solution, but 
tressed that "if all national reps 
■etc firm on this, the stations would 
XO along." 

| Sanborn described his first pro- 
posal for paying commissions to by- 
passed reps as "somewhat more 
practical," and suggested the reps 
paid cither a full or half-com- 
Ission in this instance. lie noted 
hat "a lot of stations arc already 
loing this and. as far as we can see, 
t*s working out very well. This cer- 
ainly helps us, as wc can be com- 
pletely honest with the national 
sps who call on ns." 
Emphasizing that as long as the 
ouble rate card system** is used 
lis agency will seek to get the lower 
ate. Sanborn noted W'-B bills "a 
ittle over S3 million" per year in 
Wad cast media, of which some 
5? is in radio. 

In every case." he said, "we trv 
" get the local rate for our client, 
f wc can't get it — fine — we can't 
%H it. But when we can get the 
pal rate, we do so — and the Ma- 
terial rep loses his commission. We 
m\ very bad about this, as na- 
onal reps are important to us. But. 

must make the best buy we can 
of our client — or lose him. which 
mts us all. 



"F\o tailed it a local rate, but 
yon could also tall it a cut-rate, or 
below -rate card. But, whatever \ou 
call it — it's the same. We deplore 
the situation, but we light for it as 
hard as anyone. If we don't fight for 
the local rate and a competitive ad- 
vertiser does get it, we haven t been 
completely honest with our client. 
And worse, another agency could 
walk in and take the account aw.n 
from us, w ith such information in its 
hand." 

Turning to ratings. Sanborn in- 
dicated he was less than excited 
with data show ing just the number 
of people who listen. What's 
needed, he said, is more detailed 
breakdowns of the types of listen- 
ers each station attracts. I Ie cau- 
tioned against nsinu ratings "as a 
drunk uses a lainpost — for support 
instead ol illumination.'' 

For a product like IVpsi-Col.i. he 
said, a head count is sufficient. "But 



I u 1 also gi it sunn mm nuts hk< 
Blur ( ross, \\ abash K.iilnud, and 
I'riseo B.uln i.itl. win re I'm .ipp< al- 
ing to ,i spot i lit group of p< ople 
luuh le\ el r\et uti\es. Win n bin 1114 
for these clients. I don't r< all) tire 
which station is the most popular. 
I want the station that has the pro- 
graming that appeals to these p< o- 
I'le." 

Sanfoi tl also discussed what he 
felt makes a good nietlia salesman 
noting that comparetl to print m« - 
tlia salesmen the radio seller is a 
"different breed of eat The radi ) 
representatives are \01ne4er, sharp- 
er — they e\ en dress better— ha\ e 
more enthusiasm, antl don't mind 
Irving something new or different 
. . . When \ 011 cainpare radio reps 
to newspaper or onttloor |>cople, 
\oii find a certain stotlginess or re- 
sistence to change in elfet t ( in the 
latter)." 

One possible reason for radio 



WELCOME ABOARD, AND GOOD HUNTING 




CHS Radio network sales \ .p. (Iniruc Vrkedis (t«ilt*i sta «d» h» t (mo 
new additions In his stalf. I inn It. \\ .ilson I » and linn B "I iins « i»h cjcIi 
oilier well in tlu'ir new sales posts. W.ilson. former!* j media hits ( r fir 
IIIIDO and Hales, wiil work with the VI, sl.ilF 1 ilns. \\ ho will he in 
Cliieaco. w as a pronto spet ialist uith WOW, Om.ih.s 
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reps being what they are, says San- 
ford, is that "radio, of all media, 
has to he sold. The tv reps quote 
rates and avails and ratings, and 
you take your pick. Newspaper and 
outdoor people have rates and posi- 
tion and locations to quote, and 
very little competition — so again 
you take your pick. But in radio, 
you've got to sell programing — per- 
sonalities — salesmanship of d.j.'s — 
and an invisible audience. In radio, 
yon need a guy who can sell cre- 
atively." 

He adds that the only ones who 
come close to radio reps are those 
for consumer magazines — "possibly 
because these magazines have been 
having a tough time lately and need 
aggressive people working for 
them." ^ 

Reps find few new sales 
from option time axing 

The FCC's axing of network option 
time last May hasn't had any appre- 
ciable affect on rep firms thus far, 
according to nine of 12 quizzed on 
the subject last week. On the other 
hand, spokesmen for the three re- 
maining companies said they saw a 
definite effect in the rise of national 
spot sales at the stations they repre- 
sent, stemming from the FCC rul- 
ing. 

H-R Television national tv sales 
manager Jack White seemingly 
spoke for most of the major rep 
firms as well as his own company, 
when he said succinctly that H-R 
has felt "no affect (of the ruling) 
so far," and "doesn't expect it to 
have much affect in the near fu- 
ture." Or as TvAR v.p. and national 
sales manager Marv Shapiro put it, 
the ruling is "academic — there have 
been no changes, and it is not likely 
there will be any." Advertising 
Time Sales v.p. Jack Thompson 
pointed out that at this stage of the 
fall selling season, since market-by- 
market ratings aren't out yet, pre- 
emptions of weak network proper- 
ties have not occurred. "So far," 
says Thompson, "there's been no 
real change in the total amount of 
time available for national spot 
sale on ATS' 20 represented tv sta- 
tions." 

A number of the reps quizzed 
went along with Thompson's think- 
ing in that although they have seen 
no affect so far, time alone would 
tell whether stations would decide 



to drop network shows that prove 
to he weak vehicles, in order to 
substitute national spot carriers. 
There was the feeling too, among 
reps* that stations which have drop- 
ped network shows to schedule 
movies or syndicated shows in 
prime time, would have done so, 
riding or not — that the ruling, al- 
though giving the stations i strong- 
er voice, actually was in no way re- 
sponsible for the changes. 

Among those reps sharing a dif- 
ferent opinion on the affect of the 
demise of network option time, 
Avery-Knodel sales v.p. Bob Kizer 
said: "a number of stations have 
been courageous enough to put in 
movies or syndicated shows where 
they wouldn't have before, giving 
more time to national spot." He 
hastened to add that this certainly 
doesn't necessarily apply to all mar- 
kets, lie does feel that where sta- 
tion people in the past would have 
hesitated to do so, thev have now 
dropped network shows they feel 
aren't doing well, and substituted 
shows involving national spot. 

Another rep general sales man- 
ager said his company has definitely 
already garnered additional reve- 
nue because of stations pulling the 
plug on network shows and airing 
spot carriers. He went on to com- 
ment that no one wants to weaken 
the networks, that the ruling may 
instead strengthen them by forcing 
them to weed out weak shows be- 
fore they even reach the picture 
tube. Or as he put it, "Now there 
can be no such thing as a 'fill pro- 
grain.' " 

Gene Sumner, president of E. S. 
Sumner reps, says his company 
sees a continuing trend towards 
spot carriers in place of network 
programs, "applauds the trend," 
and expects it to gain momentum 
"as production facilities become 
more universal.* Summer went on 
to say that "individualized program- 
ing in prime time is the perfect op- 
portunity for stations to give a local 
market flavor, rather than a 'nation- 
alized flavor' in their maximum au- 
dience periods, and it also provides 
a tremendous potential for increas- 
ed national spot sales." 

NEWS NOTES 

Two indie's change reps: Roger 
O'Connor, relatively new station 



representative, swelled its list wn4t 
two big-market independent dl 
tions. KTVW-TV, Seattle-Tacoma, 
and KCTO-TV, Denver. The form- 
er had been repped by Weed, afti. 
the latter by Adam Young. Other 
rep appointments include WICC 
and WJZZ (FM), both Bridgeport, 
to Bill Greed Associates, for New 
England sales; KFEQ (AM & TOL 
St. Joseph, Mo., and KLIK, Jeff- 
erson City, Mo., to Avery-Knodel. 



NEWSMAKERS 

Dax Katz to the New York tele- 
vision staff of the Katz Agency. He 
was formerly manager of WMT- 
FM, Cedar Rapids. 

Charles R. O'Malley to sallff 
executive at Stone Representatives, 
He was a salesman for Pan Ameri- 
can World Airways, Socony-Mobil 
Oil Co., and T. J. Stevenson. 

H. G. (Buck) Harms to aceifflJI 
executive at Ohio Stations Repre- 
sentatives, Cleveland. He was w ith 
WDBJ, Roanoke. 




...AND YOU'LL BUY 
THE TO WER OF PO WER 
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'WASHINGTON WEEK 



^--^ FTC has won a second Appeals Court decision in its case against tho 

1960 Rise shaving cream tv commercials , but the agency has been told 
to rewrite the order oxone rating non-doceptive use of mock-ups . 

In what should be a classic counselling on FTC treatment of the whole 
nock-up question, aptly-named Judge John Wisdom of the Fifth Circuit Court 
of Appeals begins summation for the three-man court this way: 

"Everyone knows that on tv, all that glistens is not gold . On a black 
and white screen, blue looks white: the lily must be painted . . . Coffee 
looks like mud. Real ice cream melts much faster than that firm but fake 
(mashed potato) sundae." 

The fault lies not in the mock-ups technically necessary to represent 
a product or its function before the tv camera — but in commercials using 
them to disparage competitive products unfairly, and deceive the viewer. 
The Appeals Court found Carter Products' Rise commercial, discontinued in 
1960, in the unfair category. 

jf^K T:ne primer embodied in the court decision will guide not only the FTC 
but also sponsors and agencies . 

The court rejected the innocent bystander plea of agency Sullivan, 
Stauf f er, Colwell and Bayles, Inc. The agency has been associated with 
Carter Products for many years, and had managed the Rise account too com- 
pletely to claim innocence. The court did suggest limiting agency involve- 
ment in the FTC order to the Carter Products only. 

it-fa- The court also backs the FTC stand that the agency must push to the 
bitter end even in cases where a commerc ial may have long been dis- 
continued. 

Court agrees with FTC that an order against a particular commercial 
is valid only against the one instance — similar instances must be fore- 
warned. 

jfif As in the earlier Colgate-Palmolive Rapid Shave case , the court sug- 
gests milder wording of the FTC order to avoid penalizing mock-ups 
In general. 

The court suggests that the FTC order barring mock-up demonstration 
in the Rise case eliminate the word "genuine" as a requirement. It could be 
interpreted to mean that any use of substitute materials in tv mock-up was 
illegal. 

At the same time , advertisers are warned not to use substitute mate- 
rials unless they are necessary to overcome photographic problems, and to 
use none which have distorting effect disparaging to other products. 

The Rise commercial represented "ordinary lathers" by a water-foam 
mixture that collapsed almost instantly. The concoction did not truly 
represent properties of any other shaving creams in competition with 
Carter Products, the court held. 



Ncwi front nation's 
dplta! of sjv-cul 
interest to a<lni<n 
1-1 October 1003 
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-^"^ "Fairness time" demands from battling conservatives vs. liberal- 
labor forces may make the occasional broadcaster headache on politi- 
cal "equal time" seem like nothing at all. 

Demands for free or paid Fairness Time on controversial issues looms 
as a year-round proposition. 

The AFL-CIO has urged member locals to monitor radio and tv programs 
more carefully, to garner answering time against rightist programs like 
"Life Line" commentaries — which run on some 300 stations. Labor is de- 
lighted with FCC's assurance in recent fairness doctrine spellout, that 
both sides of controversy must be aired. 

^k^C Al Zack, AFL-CIO public relations director, recently called on all 
central labor councils to reap more air time. 

"This FCC ruling makes it clear that the stations must provide free 
time to our side where we don't have the money to buy time. If we are alert 
and monitor these programs properly, we ought to be able to get our views 
on the air much more often. " 

In the conservative camp, Sen. Strom Thurmond (D. , S. C , ) quotes Dan 

Smoot ' s call to arms for fairness time for the right wing. 

Thurmond put into the Congressional Record lengthy quotes fr^dm the 
Smoot report, which is condensed for programing in 33 tv stations on the 
west coast under Ross Pet Food Co. sponsorshipi "Conservatives could 
really convert this provision (the, FCC provision for adequate response] 
into something effective for our side." 

Smoot urges local organizations for the protection of conservative 
opinion in broadcasting (OPCOE) to draw up lists of the controversies on 
which they will demand equal answering time, and transcripts of any re- 
lated programs, 

NAB will try to help broadcasters bogged down in . controversy ques- 
tions during first 1963 fall conference in Hartford, Conn. 
Howard H. Bell, NAB v-p. : for planning and development, will moderate 
a joint radio-tv panel discussion on "Controversy on Your Station and How 
to Deal With It." NAB President LeRoy Collins and staff members, will form 
a panel and take questions from delegates in the conference round-table 
session which will end the day-and-a-half meeting- 

In the broadcasters ' own in-ranks controversy on what to do about 
commercials , the Collins pub 1 i c - in t ere s t viewpoint pi cited up .another 
vote last week. 

Stockton Helffrich, manager of the N. Y. code office of NAB* urged 
broadcasters to strengthen their stance on self -regulatory improvements. 
If broadcasters show some real concern for the audience as well as for their 
Own industry — the audience may show more concern for keeping broadcasters 
in business, and oppose FCC regulation > said Helffrich. 



Live and Lively! 



For 8 years we've been Local, Live and Lively. When you bu> this television station you buy 
a slice of the lives of people in Central Iowa. We hit 'em where ti ey \uc* Take a look at our 
Monday through Friday Log of live telecasts — • 



6:40 to 6:45 Pastor's Study 

Ministers discuss daily life and religion informally 

7:15 to 8:00 Bill Riley's Breakfast Club 

Over 71.500 family members now! 

9:30 to 10:00 Keep Trim 

Probably the only Physical Fitness Program conducted by a 
Football Coach and his wife. 

12:00 to 12:05 Don Soliday News 

A major TV Newscast with plenty of pictures, videotape and 
local film. Includes weather and markets. 

12:05 to 12:15 On Camera with Russ VanDyke 
Our News Director gets the man-on-the street's opinion of 
current news events. 

12:15 to 12:30 Don Soliday Show 

Such features as handicraft instruction, helpful informa- 
tion from the Credit Bureau and Better Business Bureau . . . 
in-depth interviews with local people in the news. 

1:00 to 1:30 Mary Jane Chinn Show 

lAlmost half of the program daily devoted to a fashion show. 
iAIso, sewing, cooking and gardening hints by authorities. 
Book reviews and a weekly report from the State Women's 
Clubs. 

3:45 to 3:50 Walt Reno plays "0 Gee" 

A new game that our viewers can play at home. 

3:55 to 4:55 Variety Theater 

A Cub Scout, Brownie, or Blue Bird group are Bill Riley's 
guests every weekday. Films such as "Cartoon Classics" 
nd "Mickey Mouse Club." 

4:55 to 5:00 TV News with Dick Eaton 

ells of upcoming and tonight's TV programs of special cul- 
ral, civic and educational interest. Of regular programs 
nd guest stars, too. 

6:00 to 6:10 Paul Rhoades News 

Local and regional News by our veteran Managing News 
Editor. 



I 



6:10 to 6:20 Don Soliday News 

Our own interpretation of what is important on the world and 
national scene . completely written and produced for the 
Central Iowa Viewer 

6:20 to 5:30 Bud Sobel Sports 

Late scores, sports news, and features with emphasis on the 
local schools and athletes. 

10:00 to 10:20 Russ VanDyke News 

The highest rated local newscast in a multiple station mar 
ket. Russ Van Dyke, our News and Public Affairs Directo 
has been with KRNT for over 20 years 

10:20 to 10:30 Ron Shoop Sports 

Our Sports Director features interviews with both local and 
national athletes, coaches, and sports figures Of course, 
the latest scores and sports news, too 

ALSO LIVE: 

Sundays 10:30 a.m. Central Iowa Church of the Air 
Ministers, Choir Directors. Organists and entire church 
choirs from all over our area present this service 

Sundays 5:30 p.m. Iowa State Fair Talent Search 
Talented teenagers from all over the state in competition 
for $2,000 put up by the State of Iowa Over 52 shows in 
local communities are conducted in conjunction with this 
program. 

Tuesdays 6:30 p.m. People's Press Conference 

The most outstanding community service program in Cen 
tral Iowa. Viewers phone in the r questions to leaders and 
authorities on vital city, county and state issues. 

Fridays 10:30 p.m. Mary Jane Chinn 

Primarily an entertaining interview show with interesting 
guests, local, regional and national They come from all 
fields — Politics. Med cine. Show Business. Government, the 
Fine Arts. 

Saturdays 5:00 p.m. Talent Sprouts 

Talented youngsters from 2 to 12 are g ven the opportunity 
to perform 



This schedule isn't the new Channel 8 Look for Fall. 80% of these programs have been 
on for over 5 years. Many since KRNT-TV went on the air in 1955 

Our program philosophy has been "Local. Live and Lively'' from the beginning. Not only 
because we thought it serves our community best . . . it also SELLS for our clients best. 

Live and Local KRNT Television with its survey proved "most accurate news" and "most 
believable personalities" creates enthusiasm for products. It generates buying excitement 
That's why KRNT-TV continues to do around 80% of the local business year after year after year 

Buy this Local, Live, and Lively station. You'll get action fast. 

KRNT-TV 

Channel 8 In Des Moines 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by The Katz Agency 




Reach 'em with a SPOT OF 

(the "homes reached" station in Pitm&u I 

For an A.M. coffee break or P.M.sr 
TAE-time is prime time for vfeMi 
America's 8th largest 

Check your Katz representative. YoiJtt 
TAE up among the leaders in low c6st-per-thoMi 
homes reached. Daytime or nighiim 1 




Basic ABC in Pf!§ 

.QS THE KMU M 



